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Here’s economy — with quality, 
too, the same Dexter superior 
quality that’s built into the famous 
Dialmatic door closers and all 
the Dexter lock lines. 

This new standard closer for screen 
and combination doors offers 
fingertip closing speed adjustment. 
Installs easily in two quick steps 
and is equipped with time-saving 
Dexter mounting spacer for 
error-free installation. 

Fastens securely to metal or wood 
out-swinging doors. Has simple, 
foolproof hold-open device, baked 
aluminum finish. 

Write for literature. 


DEXTER LhOCH DIVISION 
Dexter Industries, Inc. . Grand Rapids, Michigan 


In Canada: Dexter Lock Canada Ltd; Galt, Ontario. In Mexico: Dexter Locks, 
Plata Elegante, S.A. De C.V. Monterrey. Dexter Locks are also manufactured in 
Sydney, Australia, Milan, Italy and Porto ,Portugal. 


STANDARD DOOR 
CLOSER 

ADDED TO 

THE DEXTER 
LINE 


No. 80 Dialmatic Door Closer — ad- 
justs closing speed with simple twist 
of wrist. (Large 134” diameter tube — 
heavy torque spring.) For screen and 
combination doors, light interior doors. 





No. 81 Dialmatic Door Closer 
— child-proof push button dial 
lock prevents tampering with 
closing speed adjustment 





BUY DEXTER 





"TT PAYS TO SELL MAZE NAILS” 


PROMPT SHIPMENT 


MAZE CORRUGATED 
METAL ROOFING NAILS 


BIG SELECTION NEW PACKAGING” e@ 


AMGUARD NAILS 


STRONG STEEL NAILS DOUBLE-DIPPED IN 
MOLTEN RUST-RESISTANT ZINC! 


(NOTE: In @ zine coated nail, F.H.A. requires the -di type for all ex- 
terior work . . . and now specifies threaded nails for applications into plywood 
roof and wall sheathing.) 


THERE'S NOTHING LIKE 'EM FOR ROOFING-SIDING-TRIM 
DRIVING STRENGTH ... SLENDER SHANKS TO MINIMIZE SPLITTING ... 
CLEAN THREADS FOR GREATER HOLDING POWER. 
REMEMBER: Maze Stormguards provide the same practical stain-resistant service as aluminum : HR 
. «+ yet Stormguards cost about |/3 less per nail, and drive much better. ‘ UU 


AVAILABLE IN COLORS TO MATCH POPULAR SIDINGS 





MAZE 











ASPHALT SHINGLE 
NAILS 


Stock No. R102 


CEDAR SHAKE SIDING FACE NAILS 


Stock No. $235 





ASPHALT SHINGLE 
ANCHOR-SHANK NAILS 


Stock No. RIO4A 


CEDAR SHAKE ANCHOR-SHANK FACE NAILS 


+0 je [a |m [m fe Le |e fm pe Ye pm jpn [nfm ye ye fo jm in pe 8 Oh IRS 


Stock No. $235A 


Oyen 





ASPHALT SHINGLE 
SPIRAL-SHANK NAILS 


Stock No. RI04S 


ASBESTOS SIDING ANCHOR-SHANK FACE NAILS 


Ew 4 
INTERIOR NAILS 


Stock No. S214A 





CEDAR SHINGLE NAILS 


Stock No. RII2 


INSULATING SIDING NAILS 


Stock No. $245 





UMBRELLA HEAD SPIRAL-SHANK 
NAILS (CALK-SCREWS) 


HARDBOARD SIDING SPIRAL-SHANK NAILS 


Stock No. $255$ 





Stock No. RI44A 


BOX NAILS FOR TRIM 


Stock No. 7325 





WOOD SIDING NAILS 


Stock No. $206 


CASING NAILS FOR TRIM 


eS since 








Stock No. T305 





WOOD SIDING ANCHOR-SHANK NAILS 
STE lp ot bl oe ed 
Stock No. $206A 





ANCHOR-SHANK COMMON NAILS FOR TRIM 


Stock No. T337A 


baa: 
} () SEND NAIL SAMPLES 


() SEND MAZE CATALOG 








COMPANY. 


W. H. MAZE COMPANY 





STREET. 


PERU 7, ILLINOIS 


STATE 
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For economical woodwork 
»- suggest SUGAR PINE 


easy to handle, work and nail—and tt lasts for years 


SUGAR PINE is easy to install —and maintain. 
Lightweight and even-textured, it provides superior 
workability for maximum on-the-job economy. In 
use, it holds its true lines and resists small scuffs 
and scratches, gives years of trouble-free service. 

In either its clear or knotty grades Sugar Pine 
is particularly attractive when finished naturally, 
protected only by wax, linseed oil or clear varnish. 

For economical woodwork, handsome and dur- 
able, you can recommend Sugar Pine with complete 
confidence. It is always carefully dried —assuring 
more accurate sizing and improved working quali- 


ties, insuring lower maintenance costs. 


4 Circle No. 303 on Handy Cover Card 





Sugar Pine’s insulating properties, comparative strength and 
resistance to weather make it perfect for siding, sheathing, doors, 
sash and other barrier uses, 


A decorating idea that will sell more lumber . . . Western 
Pine Region woods finished in COLOR. Look for our 
advertising in home improvement and do-it-yourself mag- 
azines. It works for you. For more information write to 
Western Pine Association, Yeon Bidg., Portland 4, Oregon. 


Western Pine Association 


member mills manufacture these woods to high standards 
of grading and measurement... grade stamped lumber is 


available in these species 


Idaho White Pine « Ponderosa Pine * Sugar Pine 
White Fir + Incense Cedar + Douglas Fir + Larch 
Red Cedar + Lodgepole Pine + Engelmann Spruce 


Today’s Western Pine Tree Farming Guarantees Lumber Tomorrow 
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WHAT IS “DSC”? This __ insignia 
above, which you'll see used with many 
articles in A. L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building, re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 





Something to 
Think About... . 
the NRLDA 











Our August 31 issue discussed the 
National Retail Lumber Dealers Asso- 
ciation and the Cresap Report, a man- 
agement study of NRLDA’s past, pres- 
ent and future operation. 

Since this was published, our mail 
from dealers has indicated that we should 
comment further on this vital subject. 

First, let’s discuss a successor for Mr. 
H. R. (Cotton) Northup, NRLDA’s 
executive vice president. Following the 
Cresap recommendation that a successor 
for Mr. Northup be found, is not easy 
even though a careful study for such a 
man is now underway. 

Men with Cotton’s background, judg- 
ment and enthusiasm are not found on 
every bush, and it is important for the 
future of the NRLDA that the right 
man be given the opportunity to absorb 
his years of experience. Thus the ques- 
tion becomes a matter of time. Time to 
find the new man and time to train him. 
While his retirement is some years away, 
Cotton would be the first to agree to the 
wisdom of such a policy. 

We further mentioned the news black- 
out on material from the NRLDA head- 
quarters in Washington. It was stated, 
for example, that the Cresap Report 
suggested a full time man for press rela- 
tions. Now such a man has been ap- 
pointed. There is every indication that 
in the future all publications may an- 
ticipate closer press liaison with NRLDA 
actions and future objectives. Misunder- 
standings often result when the press is 
kept at a distance or ignored. 

It should be repeated that carrying 
out the Cresap Report will take both 
time and money. As with government, 
you can’t expect more services without 
raising the ante; with government, it’s 
taxes; with NRDLA, it’s a higher dues 
structure at the national-level. 

We have been impressed by the grow- 
ing number of high quality lumber deal- 
ers now serving on NRLDA committees 
of all kinds. The group planning the 
NRLDA exposition at Cleveland, for 
example, is exceptional. Momentum is 
growing for a well financed, diversified 
national association equipped to meet 
the competitive conditions facing the re- 
tailers today. The final outcome in the 
end will depend on keenness for self- 
preservation of every dealer large and 
small. 
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K-V 2 EXTENSION CLOSET ROD. For EZY-FOLD CONCEALED HARDWARE. 
shallow closets. Quickly installed. Won't Keeps doors of any weight from sagging. 
Adjust with hardware in place without 


removing doors or trim. 


K-V 858 SLIDING DOOR HARDWARE. 
Years of trouble-free operation, Every- 
thing for simple installation in compact sag even under heavy loads. Sizes 18” 
package, Fits ¥/,” and 134” doors. to 96”. Bright nickel plate, 

















For closets and kitchens 


K-V 1 CLOTHING CARRIER. Virtually 
doubles closet space. Easily installed. 
Brings a whole wardrobe into easy reach. 
10” to 48” models. 


KV gives you more of what youre looking for! 


# Top Quality 4 Easy Installation 4 Trouble-free 


Performance 


...and the best known line in the business! 


With an eye to more efficient use of space, more and more 
builders and contractors are specifying K-V Closet and Kitchen 
Fixtures, and sliding and folding doors installed with K-V hard- 
ware. They know these top quality fixtures are easy to install, 
provide scores of years of trouble-free performance and give 
homes strong customer appeal. Ask your K-V sales repre- 
sentative for the complete story on K-V fixtures and hardware. 


K-V KITCHEN FIXTURES. Homemakers K-V 790 DISAPPEARING PAN RACK. K-V 255-256 SHELF HARDWARE. Mounted 
love the way K-V kitchen fixtures keep Holds 14 pans, strainers, etc. Slides out at flush or surface. 1/,” adjustment. Gives 
towels, cups and pans right at hand, but a touch. Fastens to underside of cabinet. perfect alignment. 24” - 144” lengths. 
neatly out of sight. Length 20”; width 51/,”. Bright chrome. Nickel or bright zinc. 


K-V 793 DISAPPEARING TOWEL RACK. 
Towels slip over ends of three chrome 
bars. Ball-bearing carriage. Side mounted. 
5” wide; 20” long. 


FIXTURES 


Manufacturers of a complete line of 
adjustable shelf hardware, drawer slides, 
closet and kitchen fixtures, and Handy 


KNAPE & VOGT MANUFACTURING COMPANY, 
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PERSONAL VIEWPOINT 





Home Building Next Year 


Traditionally home building forecasts are published near the end of 
the year, along with Christmas shopping and office parties. It’s somewhat 
a waste of printers ink and paper, because by that time the die is largely 
cast for the crucial spring building season. 

As a service to its readers, American Lumberman will publish next 
month a reliable 1960 housing forecast tapping financiers, builders and 
dealers for their best estimates. We are taking this step for several 
reasons. One, this has been a confusing, hot and cold year for home 
building. The Housing Bill was on the fire for months and the reaction 
to the final bill needs assessing. Finally, it must be flatly stated that 
dealers need reliable forecasting for sound planning much more than 
builders. 

If 1960 is going to be a sour year for housing, the dealer must plan 
this fall the various ways to maintain volume. A builder merely pulls in 
his horns and heads for Florida. The retailer's investments, employes and 
inventory, take months or years to reduce substantially. 

In looking over early reports on housing for next year, the picture 
is becoming fairly clear in short order. The most frequent forecast is 
about 1.1 to 1.2 million homes, about 150,000 to 200,000 less than this 
year at the present rate. 

It surely isn’t news to comment that the tightening money market is 
largely blamed for the reductions in starts. Money from private lenders 
for FHA and VA is scarce and getting scarcer. People buying conven- 
tionals are choosier and inching up the interest rate to 6% and beyond. 

Yet aside from putting the arm on Uncle Sam, there’s little we can 
do to change the mortgage situation. 

We should instead work with the factors we can change to the profit 
of the individual dealer or builder. 

When you hear all the gloomy talk, how about swinging the con- 
versation along positive lines. For example: 


House design—With few exceptions, this year’s crop of homes for Na- 
tional Home Week offered little new or exciting. Most builders trotted 
out warmed-over creations, which could have been built five years ago. 

Even sound designs, offered by national magazines, were butchered to 
save a few bucks or because many builders just have taste in their feet. 
The interior furnishing of the models was often hideous, detracting from 
the basic house itself. 

A “must” for ’60 will be fresh designs in keeping with the growing 
awareness of the public for what’s good, what’s bad. The dealer who 
guides or demands some control over house design, will surely sell more 
material in the face of a moderate national decline. 


New products. Why do builders shy away from new merchandise, 
which could increase house saleability? They accept an overall material 
—aluminum, for example—but often reject many individual products 
now on the market. Their prejudices are often irrational and bar from 
homes products with customer appeal, which would add little or no extra 
cost to the home. Again, it seems to us that the dealer must push his 
builders stronger for installations of improved or more attractive new 
products. 


Sales promotion—Always a weak area with building, there is little to 
indicate much strength in this department. Here again, dealers can play a 
vital role in urging wider use of the many excellent open house packages 
offered by leading suppliers. As in the past, the bigger builders will lose 
the most ground in 1960. They thrive on super-easy terms, now drying up. 

The small and medium-sized builder—the dealer’s best customer—will 
do better, especially with retailer-producer merchandising support. A sen- 
sible goal would be to double dealer-builder open house promotions next 
year. 


More components. Total increases for the building trades in the past 
year is 4.6% (15.3¢) with very little gain in productivity. Construction 
wages are up 70% from the 1947-49 average compared to a 24.5% rise 
in the cost of living. House prices this year have risen about 4-5% 

The charge that housing is pricing itself out of the market begins to 
have validity. Professionals seem to agree that wider use of components 
is one important answer. 
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Six 20-lb. packages of 


Johns-Manville 72¢¢zGZaco Home Insulation 





will completely insulate an average-size home* 


Because OF ITS RESILIENCY and extreme 
light weight, Johns-Manville Fiber Glass home 
insulation can be packaged at high compres- 
sion. This means shipping packages take up 
only 1/3 of the warehouse storage space of 
many other types of insulation. No need to 
worry about floor loads. No lift truck is needed 
for warehousing, handling, delivery. 

In addition, J-M Fiber Glass home insulation 
takes up less space on your delivery trucks. 


*30’' x 40’ 


Plenty of room remains for transporting other 
building materials. Your warehouse and trans- 
portation costs are reduced. No other insulation 
offers a greater combination of profit possi- 
bilities for building-supply dealers. 

For full information on this fast-moving, 
quick-profit item see your Johns-Manville rep- 
resentative or write: Johns-Manville, Box 111, 
New York 16, New York. In Canada, Port 
Credit, Ontario. 


JOHNS MANVILLE 


JoHNns-ManviLe Jj} 
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NEW 
DEVELOPMENTS 


American Lumberman September 28, 1959 


THE NEW LABOR LAW is a step in the right direction, but note that secondary 
boycotts are no longer permitted, except in the garment industry and 
construction. 

Consider, too, that the law is complicated, making the retention of a skilled 
labor lawyer even more important. Unions will do a lot of wiggling, espe- 
cially when it comes to picketing and secret ballot elections. 

Business should be credited for bulling through a much tougher bill than 
previously anticipated. The fight just ahead will be to help union members 
get the full protection offered by the new bill from their union officials. 
Very important will be member attendance at all union meetings, especially 
when elections are scheduled. 

Labor corruption reached its present mess because both union members and 
employers became too busy for the grinding detail of labor-management 
relations. A new bill will not change this situation. 

BEAUTY OF WOOD FOR HOMES is reaching millions of potential customers on the motion 
picture screen. Hitchcock's new movie, "North by Northwest" has a long 
scene in a modern house that uses wood throughout in a dramatic style. 
one close to building will forget the story at this point and just study 
the house. 

PREDICTIONS FOR BOOMING APARTMENT construction in the 1960's are based on two 
Simple facts. Anticipated is a sharp jump in married, 20-24 age group and 
the over 65 population. Fortune magazine comments that 85% of the house- 
holds in the younger age group rent. They further state that those over 65 
now have pensions and other programs, which permit living alone, rather than 
with relatives. Forecasts along this line assume a static attitude by the 
building industry. Already we note dealer activity is growing in minimum 
two bedroom homes for young people (as happened just after World War IT) 
and there are many retirement home programs. Florida dealers, for example, 
have started strong promotion on retirement homes. A 

FHA LOCAL EXCEPTIONS TO THE NEW MINIMUM Property Standards neared 100 as we went 
to press this week. Almost without exception the new rulings ease the new 
standards under builder pressure. 

Low-cost housing with a $9,000 ceiling built under Section 203 (i) FHA, has 
its own minimum property standards. Order 1757 sent to all FHA offices last 
month permits still more exceptions to MPS standards. 

SELLING HOME OWNERSHIP was the theme of a heated session recently at the National 
Housing Center in the nation's Capital. Builders and top manufacturers 
tangled over who should pay the tab. Producers seemed inclined to pay part 
of the cost but demanded that contractors assess themselves for part of 
the expense. 

The fee suggested for the builders share was $l a home erected or $25 from 


each of NAHB's 46.000 members. Such a schedule would provide the $1 million 
No agree- 


yearly discussed for a broad program to encourage home ownership. 
ment was reached on the plan itself. 

Here's still another example of manufacturers and builders ruling out the 
dealer's role in home building. With retailers now taking a keener interest 
in merchandising homes, such a policy could be short-sighted. 

SHRINKAGE IN BUILDING MATERIALS is fairly general and not confined to wood alone. 
Research News points out that such materials as marble, limestone and con- 
crete expand and contract with temperature changes from 2 to 24 times as much 
as wood. The variation of aluminum may be up to 4 times that of wood. 

Wood's still vulnerable when it comes to excessive moisture, insects and 
fire. Yet there are solutions for all these problems. It should be men- 
tioned also that research is rapidly bringing various treatments into line 
from the viewpoint of economics. 

















Any- 


























September 28, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Take a dealer’s word for it... 


“It’s amazing how many 
of our customers know abo 


Armstrong ceilings” 


So states Mr. W. Harold Van Tuy], President, Nassau 
Suffolk Lumber and Supply Corp., Amityville, L.L, 
New York. 
It’s really not so amazing when you know the facts. 
Right from the beginning, Armstrong has shown con- 
fidence in the future of the ceiling tile business by 
ut spending millions in advertising to the home owner. 
Even today, Armstrong is the only manufacturer in 
the industry with a network television show. Arm- 
strong ceilings have become almost as familiar to 


1 Bill Van Tuyl, manager of two branch yards of Nassau Suffolk Lumber 
* and Supply Corp., Amityville, L.I., New York, says, “80% of our Arm- 
strong sales are in the more profitable Cushiontone items. Our average profit 
margin on cost for the complete Armstrong line is 51%. Margins per square 


foot go as high as 94%¢. 














your customers as well advertised soaps, cigarettes, ing tile profits. 

and cars. This awareness won't make the sale for Don't waste another day getting into this profit- 

you, but it certainly helps. able new business yourself. Call your Armstrong 
Take the experience of the Nassau Suffolk Lumber wholesaler or write to the Armstrong Cork Com- 

and Supply Corp., for example. Through coopera- pany, 3909 Rieker Avenue, Lancaster, Pennsylvania. 

tive purchasing, they buy other brands of ceiling tile 

at a discount yet they pay a premium for Armstrong 

ceilings. Why? The answer is found in their sales (Arm st rong CEILINGS 

records. Last year Armstrong accounted for 64% of 

their total ceiling tile sales and 83% of their total ceil- ...a@ profitable new business for you 


2 “Armstrong is the leader when it comes to new and 
# attractive designs in ceiling tiles. Since ceiling tile is 
often bought for decorating purposes, this design leadership 
has an important effect on sales. Customers like the attrac- 
tive new look of the Armstrong line. 


3 “We like to sell Armstrong ceilings because on a 
® profit-per-square-foot basis, we make more money 
than with other tile. Then there are the extras like furring 
molding, nails, and often even tools. It’s a cleaner sale, too. 
Most people take the package home in their own cars. 
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4 “We like the merchandising help we get from Arm- 
® strong. They tie in their displays and sales aids with 
their big advertising program. When a customer sees our 
Armstrong display, it saves valuable selling time. Pre-sold 
customers are our favorite breed.” 





3 SKIL PROMOTIONS 


ite . 
saw Ns 


= 


i SKLSA SAW 


Orders and reorders top all forecasts, make Skil 
increase production of Snap/Lock Tools 62% 
Skilsaw 622’ Model 110%; Jig Saw 85%. 


We knew the new Snap/Lock tools and Gift Pack 
promotions would catch on fast—and frankly 
we set unusually high production schedules. 
But what happened was a landslide of orders. 
Just to keep up with the spectacular demand for 
these new tools, SNAP/LOCK PRODUC- 
TION HAS BEEN UPPED 62%. 


The best selling 6'” Saw on the market plus 
the free offer of a $5.45 Value is putting the 
Model 536 Gift Pack Promotion way over the 
top. Although the last half of 1958 was the 
biggest period in the sale of the Model 536, and 
1959 fall production schedules were even further 


increased—here’s what had to be done to meet 
the demand, 6144” SKILSAW GIFT PACK 
PRODUCTION HAS BEEN UPPED 110%. 


After a highly successful 1958 fall jigsaw pro- 
motion, we boosted Model 514 Gift Pack pro- 
duction even further for the last half of 1959, 
in anticipation of an even more successful 
Skil promotion. But again we underestimated 
the volume of orders we would receive. And 
now to make sure you’ll get your share of this 
high turnover promotion, SKIL JIG SAW 
GIFT PACK PRODUCTION HAS BEEN 
UPPED 85%. 


HURRY! Call your wholesaler or Skil Representative today— 
These 3 special offers expire December 31, 1959 
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SKILSAW 6%” MODEL 536 GIFT PACK 
Includes free rip guide and extra combination blade worth $5.45 for regular $49.95 ACEY 
saw price—less your full discount. Display card plus reply card for ordering free 


streamers, stuffers, mats also in carton. $2 
SKIL JIG SAW MODEL 514 GIFT PACK KIL 
Get free 9-blade kit worth $7.50 by ordering Jig Saw at the regular $47.50 price less your 


full discount. Easel-type display card and reply card for ordering other merchandising 
aids enclosed in each Gift Pack. 


NEW SKIL SNAP/LOCK TOOL NO. 22510 MASTER PACK 

World's first and only tools that snap on and off %” drill-power unit in 3 seconds! 
Master Pack retails for $67.80 (less your regular discount) and includes: Jig Saw, 5” 
Circular Saw, Orbital Sander and %” Drill-power unit ($16.95 retail each). Complete 
with self-demonstrating merchandiser that also serves as 3 wall holders (worth $2.95 
each) for consumer give-away. Free merchandising kit including display card, 25 


stuffers, set of 4 streamers, etc., packed in each carton. LIN 


~ 
ein Sting Viens Coday with Ladenhiy 
SKIL CORPORATION, 5033 Elston Ave., Chicago, Illinois 
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“Our Macks deliver the loads 
where other trucks can't” 





“Job hazard is a major factor in truck selec- 
tion in the construction field. Our Macks con- 
tinue to go in on jobs that other makes cannot 
even attempt ...they’re head and shoulders 
over others when it comes to dependable, 
trouble-free and economical performance.” 

That’s what R. A. Guirlinger, fleet man- 
ager, Cooper Supply Company, Detroit, 
Michigan, says, and he’s in charge of a 100% 
Mack fleet of 98 ready-mix trucks, tractors 
and dumpers. 

Mack Balanced Design is the main reason 
for the high praise. Only Mack offers Bal- 
anced Design —a truck whose components 
are built to work in harmony as a single, 
sweet-responding unit...only Mack builds 
all its own major components. “As a result,” 





says Guirlinger, “Mack engines, transmis- 
sions and bogies give us the long life and 
service we demand.” 

Other Mack users are equally pleased with 
Mack performance. Ask one for an honest 
evaluation. Your Mack branch or distributor 
will be glad to supply you with the names of 
operators who found why Mack is the first 
name for trucks. Mack Trucks, Inc., Plain- 
field, New Jersey. In Canada: Mack Trucks 
of Canada, Ltd., Toronto, Ont. 


MAC K 


FIRST NAME FOR 


TRUCKS 





aaah 

















Off-highway or over-the-road, Mack ready-mix trucks provide dependable performance 
and minimum upkeep for Cooper Supply. Averaging 25 miles per round trip, Mack 
mixers require only preventive maintenance to give Cooper maximum vehicle life at 
minimum cost. 


64 tons gross each trip...that’s how much Mack tractors such as this 
B-70 ST haul on the 70-mile round trip to the gravel pits and back. Even 
with these big loads, Mack tractors have what it takes to haul dependably 
day after day, year-in and year-out. 
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Vienna Philharmonic To Perform for NRLDA 
Exposition Visitors; Stary Gange to Speak 


Management program at National Retail Lumber Dealers 
show will cover distribution and selling problems. 


WASHINGTON, D. C.—Top-cali- 
bre entertainment, plenty of selling 
ideas and one of the largest displays 
of products you have ever seen can 
be expected at the sixth annual 
NRLDA Building Products Exposi- 
tion in Cleveland, Nov. 14-17. 

That’s the promise of Exposition 
officials as they wrapped up program 
plans this month for the national 
lumber dealer show. 

Highlight of the entertainment for 
dealers will be a performance of the 
Vienna Philharmonic, 110-piece sym- 
phony orchestra from Europe’s capital 
of music. The orchestra will climax 
a 40-day globe circling tour with a 
concert on Sunday, Nov. 15 in Cleve- 
land. 

The famed orchestra is known as 
the “Incomparable.” Original tech- 
niques, styles and rhythms have been 
handed down from one generation to 
the next, as have richly-toned instru- 
ments, many of them specially made 
for the Vienna Philharmonic. 

The Cleveland concert will be 
presented in the Arena of the Public 
Auditorium, scene of the 1959 Ex- 
position. It will be performed under 
the baton of Herbert von Karajan. 

NRLDA has made arrangements 
to include choice blocks of reserved 
seats in every price range and loca- 
tion for visiting lumbermen. Tickets 





Stary Gange James H. Wiseman 


($2, $3, $4, $5 and $6) should be 
ordered early, directly from _ the 
Cleveland Opera Association, 2816 
Euclid Ave., Cleveland 15, Ohio. 


Keynote address. Stary Gange, 
prominent business executive from 
Visalia, Calif. and nationally ac- 
claimed convention speaker, will give 
the keynote address for the NRLDA 
Exposition. 

As principal speaker at the Kick- 
Off Breakfast, Gange will discuss the 
business challenges and opportunities 
created by the technical and econom- 
ic expansion predicted for the 1960's. 

H. W. Blackstock, president of 
NRLDA, described the keynoter as a 
“dynamic speaker who has captured 
the heartbeat of our fast-moving age. 
He is keenly aware of the gravity of 
today’s economic problems, yet has a 
happy faculty for discussing them 
with enlightening wit.” 

Gange is often billed as the Num- 
ber One Businessman Speaker in the 
nation. During the past nine years he 
has appeared before a total of 823 
audiences. He is vice-president in 
charge of field operations and public 
relations for the Pacific Olive Co., 
one of the nation’s largest olive proc- 
essing plants. 


Clinic appointments. James H. Wise- 
man, president of Wood-Freeman 
Lumber Co., Searcy, Ark., has been 
named chairman of the Exposi- 
tion’s management program cover- 
ing kitchens and home improvements. 

Program participants, in addition to 
Wiseman, will be John _ Brickson, 
Watson-Brickson Lumber Co., Lin- 
coln, Neb. and Robert S. Cutts, man- 
ager, Thompson-Decatur Lumber Co., 
Decatur, Ill., who will discuss re- 
modeled kitchen merchandising. 

Home improvement selling will be 
covered for dealers by E. R. Tit- 
comb, president, Rock Island Lumber 
Co., St. Paul, Minn. and Harrington L. 


ALUMINUM FOR LUMBER DEALERS— 
Grosvenor Chapman, (right above) Washi- 
ington, D. C., architect who designed the 
expandable home to be exhibited at the 
National Retail Lumber Dealer's Exposi- 
tion in Cleveland, discusses maintenance- 
free aluminum exterior finishes with 
Laurence Higgins, consulting architect for 
Lumber Dealers Research Council and as- 
sociate of the project. The demonstration 
home will feature Lu-Re-Co products fab- 
ricated from Reynolds aluminum and dis- 
tributed through retailer members of the 
Lu-Re-Co-Service Association. 





Rutland, vice-president, Rutland Lum- 
ber Co., Albany, N. Y. 

Courtroom drama. A _ parodied 
“Senate investigation” is shaping up 
as one of the main events of the Ex- 
position management program, ac- 
cording to dealer officials. 

A group of Indiana dealer-thespians 
will present a stage production called, 
“What IS The Distribution Problem 
of Our Industry” . . . or, “I Didn’t 
Get the Question, Senator.” 

Robert L. Craft, executive secre- 
tary of the Indiana Lumber and Build- 
ers Supply Association, is director of 
the stage parody, which includes a 
mock Senatorial committee. Purpose 
of the committee, Craft said, is to 
conduct a hearing into the distribu- 
tion and marketing practices of the 
building materials industry—manu- 
facturers, wholesalers and retailers. 

The committee will question wit- 
nesses, also played by Hoosier lum- 
ber dealers, who have been “sub- 
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poenaed” from the several segments 
of the lumber industry. 

William F. Foley, Belleville Lum- 
ber Co., South Bend, Ind., will be 
the senator-chairman of the investi- 
gation. His supporting cast is full of 
Hoosier scene-stealers such as Norwell 
Roth of Pleasant Lake Lumber Co., 
who played the hapless truck driver 
in the Court of Personnel Relations 
skit at the 1958 NRLDA Exposition. 
Lawrence J. Putz of Tonn and Blank 
Co., Michigan City, who played the 
role of a salesman in last year’s play, 
will also be a member of the cast 
this year. 

Others taking part in the produc- 
tion will be Harry Frey of Frey Broth- 
ers Lumber Co., Michigan City, Ind.; 
Robert Pence of Custer Lumber Co., 
Marion, Ind.; Harold Henderlong of 
Henderlong Lumber Co., Crown 
Point, Ind. and Philip S. Kappes, In- 
dianapolis attorney who appeared in 
last year’s program as “Counsel for 
the Employes.” 

The mock investigation will take 
place at 1:30 p.m. Sunday, Nov. 15th 
in the General Meeting ‘Room of the 
Public Auditorium. Admission will 
be open to all Exposition visitors 
whose badges indicate full registra- 
tion for attendance at meetings. 

Morning management meetings are 
set for Monday and Tuesday, Nov. 
16 and 17th. Topics will include 
dealer building and control of land; 
kitchen and home improvement sell- 
ing; dealer sales promotions; custom- 
er relations; financing; cooperative 
training programs for dealer employes 
and labor relations. 


Dealer Ponders How To 
Halt Union Picketing 


DaLLas—George P. Macatee III, 
president of a building materials firm 
of the same name, plans to lawfully 
eliminate picket lines around his yard. 

Macatee said that the picket line is 
illegal because the Teamsters union 
was decertified by the National Labor 
Relations Board after an_ election 
among Macatee employes. 

Dick Piland, secretary of the Dallas 
local, vowed to fight any attempt to 
remove the pickets. He complained 
that the law did not allow the strik- 
ers to vote in the Macatee election, 
but allowed their replacements to do 
so. 


Want to Win a Free Trip 
to Mexico for Two? 


MACEDON, N. Y.—Every dealer 
who buys one roll of Kordite poly- 
ethylene roll sheeting for construction, 
farm and home use will receive a 
coupon entitling him to participate in 
a drawing Nov. 16 at Kordite’s booth 
at the NRLDA Exposition in Cleve- 
land. NRLDA president H. W. Black- 
stock will draw the name of the win- 
ner. 

The winner will be awarded with 
a free trip for two to Mexico for i0 
days with all expenses paid by Kordite 
Corp., Macedon, N. Y. The contest 
begins Oct. 1. 


Electrician Protests Ban on Use of 
Electric Drills and Pipe Cutters 


CHICAGO—A member of the In- 
ternational Brotherhood of Electrical 
Workers here has exposed the high 
cost of compulsory unionism to every 
homeowner. In a letter to the National 
Right to Work Committee in Wash- 
ington D. C., the electrician ex- 
plained that IBEW’s ban on use of 
electrical drills and pipe cutters. 

By banning these tools, the union 
feels that they can add more labor, 
the electrician said. “And they are so 
right,” he added. 

“In the wiring of homes, many 
holes must be drilled through plates, 
joists, studs and floors in order to 
pipe-in the electrical conduit system,” 
the worker wrote. “With the use of 
the electric drill (which we as elec- 
tricians certainly should be qualified 
to use) this can be accomplished in 
about one hour in the average home. 
Drilling these same holes by hand 
takes between three and five hours. 
Also, cutting conduit with a pipe cut- 


ter is much faster and does a much 
better job than a hacksaw.” 

The electrician said that the ban on 
these tools forces the contractor to 
pay for more labor. This results in 
higher costs for the home buyer. 

“It seems not only ridiculous but 
unfair to the citizen who wants to 
buy a new home,” he said. 

Men are fined by the union every- 
day for not carrying out rules such 
as the ban on the electric tools, the 
worker said. “If the fine isn’t paid, 
the electrician is no longer a de- 
sirable member and is no longer en- 
titled to work ” he added. 

The electrician wrote that he had 
to remain anonymous for the pro- 
tection of his home and family. A 
copy of his hand-written letter, how- 
ever, is on file at the National Right 
to Work Committee, 1025 Connecti- 
cut Ave., N.W., Washington, D. C. 
Reprints of his letter are available 
singly or in bulk. 





Direct-to-Dealer Sales Program Announced 


ROCKFoRD, ILLt.—The Medalist 
Hardware Div. of National Lock Co. 
is switching to a direct-to-dealer sales 
program which includes price reduc- 
tions for retailers. 

Officials said that the new plan 
will enable dealers to purchase Med- 
alist hardware at less cost than lines 
of similar high quality secured 
through jobbers. 

Distribution to dealers will be 
through five factory warehouses in 
Baltimore, Md.; Columbus, Ohio; 
Minneapolis, Minn.; Fort Worth, 
Tex. and Rockford, Ill. Two more 
warehouses are under construction in 


Cleveland and Indianapolis. Three 
more are in the planning stage. 

Shipments to dealers will be made 
within 24 hours after orders are re- 
ceived in the regional warehouses, 
the company announced. 

National factory representatives 
who are trained hardware specialists 
will contact retailers. They will as- 
sist dealers with Medalist merchan- 
dising and promotion aids. 

A new builders’ hardware catalog 
is now available to dealers. It contains 
list prices and discounts on all items 
distributed direct from warehouse to 
dealer. 





NRLDA PUBLIC RELATIONS HEAD—Rob- 
ert E. Paine, above, has been appointed 
public relations director of the National 
Retail Lumber Dealers Association. He 
will headquarter in the National Asso- 
ciation's offices, suite 302, Ring Build- 
ing, 18th and M Streets, N. W., Wash- 
ington 6, D. C. 
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Binswanger Glass Co. 
to Merge Four Firms 


Va.—Formation of 
to bring to- 
gether in a large corporate structure 
four companies operating 34 branches 


* RICHMOND, 
Binswanger Glass Co. 


in 16 southern and _ southwestern 
states with capital funds of over $8 
million has been approved by direc- 
tors of the companies. 

“We believe this merger will pro- 
vide better services for our cus- 
tomers,” says Sam E. Binswanger, 
chairman of the board of the ex- 
panded and merged company. 

Binswanger is the largest distribu- 
tor of Libbey-Owens-Ford Glass Co. 
products throughout the South. 
Growth of the flat glass business, to- 
gether with development of many new 
types of associated products in me- 
tal plastic, wood and a wide range 
of fabricated building materials stim- 
ulated the merger. 
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MEN /n the news 


* Two well-known lumbermen, A. W. 
(Art) Crawford and W. F. (Bill) 
Stewart, announce they are partners 
in the new firm of Crawford & 
Stewart, Inc., Spokane, Wash. The 
two lumber merchants will act as ex- 
clusive sales agents for mills in north 
Idaho and the east Kootenay district 
of southern British Columbia. 


* E. Colin Baldwin has been named 
vice-president and general manager 


of Sherwin-Williams Co., Cleveland, 
Ohio. He will direct all domestic and 
foreign sales for the firm. He also will 
continue as president of the Sherwin- 
Williams Co. of Canada, Ltd. 


* Boise (Ilda.) Cascade Corp. an- 
nounces the election of two new mem- 
bers to its board of directors. The two 
named are Hall Templeton, who is 


quarters in Portland, Ore., will con- 
tinue as subsidiaries of Boise Cascade. 


president of Valsetz Lumber Co. and |. 


president and director of Herbert A. 
Templeton Lumber Corp., and James 
E. Bryson, executive vice-president of 
Valsetz Lumber Co. 

Boise Cascade Corp. and the Val- 
setz-Templeton companies merged last 
July. Both firms, which have head- 
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Sanded 


CARLOADS FROM MILL 
TRUCK SHIPMENTS 
FROM BRANCHES 
USUAL DISCOUNTS 

TO QUALIFIED DEALERS 


and Rough 
Interior and Exterior 


DFPA and CERTIFIED 
GRADE STAMPED 
STRUCTURAL SHEATHING 


CUT STOCK * MILLWORK 


Sales Agents for 
HARDEL MUTUAL PLYWOOD COMPANY 
HUB CITY PLYWOOD COMPANY 


TACOMA—P.O. Box 1589. Ph. MArket 7-4108 
CHICAGO 38, I11.—4900 S$. Merrimac Ave. 
KANSAS CITY 8, Mo.—1525 W. 31st St. 

$T. PAUL 14, Minn.—2235 Territorial Road 
BALTIMORE 31, Md.—1407 Fleet St. 
ELIZABETH, N. J.—P.0. Box 244 


LUMBER AND LUMBER PRODUCTS 
MOULDING CUT TO SIZE 
INDUSTRIAL PLYWOOD 

CUT DOOR STOCK AND 

STOCK MILLWORK 
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W. R. Purifoy Robert S. Douglas 
* Robert S. Douglas has been ap- 
pointed vice-president of the lumber 
and plywood division of Weyerhaeuser 
Company in charge of marketing. 

Douglas is presently executive 
vice-president of Weyerhaeuser Sales 
Co., a wholly-owned subsidiary which 
will become a part of Weyerhaeuser 
Company on October 1. 

Douglas will headquarter in Ta- 
coma, Wash., but will also maintain 
his present office in the First National 
Bank Building, St. Paul, Minn. 


¢ John T. Erwin, who has retired as 
sales manager of Crossett (Ark.) 
Lumber Co. after 50 years of service 
with that division of The Crossett Co., 
has been succeeded by W. R. Purifoy, 
assistant sales manager for the past 
Il] years. 


* Appointment of two new distribu- 


tors by Filon Plastics Corp., El Se- 
gundo, Calif., is announced. They are 
Longhorn Sash & Door Co., Austin, 
Tex., and St. Lawrence Glass, Ltd., 
Cornwall, Ont., Can. 


* Thomas B. Grover has been ap- 
pointed to the newly created position 
of manager of the sales service de- 
partment of Azrock Floor Products 
Div., Uvalde Rock Asphalt Co., San 
Antonio, Texas. 


F. O. Marion Paul B. Shoemaker 


* Masonite Corp., Chicago, announces 
the appointment of F. O. Marion as 
vice-president in charge of sales and 
Paul B. Shoemaker as vice-president 
in charge of marketing. In his new 
position, Marion will be responsible 
for sales strategy and direction of 
hardboard sales to lumber dealers and 
to industry. Shoemaker will direct the 
firm’s merchandising, which includes 
advertising, sales promotion, public 
relations, marketing and packaging, 
pricing and product review. 





WATCH BILL CULLEN SELL FLINTKOTE PRODUCTS 
FOR YOU TO OVER 20,000,000 VIEWERS! 


products will be described to help pre-sell them for 


NBC’s “The Price is Right” features the fabulous Story 
you! And that’s not all. 


Book House starting September 9 through September 30. 
Don’t miss it!+ , <n ’ ; fain 

Over 18 million magazine fans will read about Flintkote 
building products. A 12-page section on the Story Book 
House in full color will appear in Modern Screen, Photo- 
play, TV-Radio Guide, Modern Romance, True Story 


Now, you're represented on TV—you and all dealers 
like you across the country who sell Flintkote building 


products. 


Over 20 million TV viewers—thousands of prospects 
in your own area—will see Flintkote products in 
actual use. Seal Tab* Shingles . Van Packer* 
Chimneys. . . Stalwart* Sheathing . . . Insulating wool 
... Flexachrome* flooring . . . these and other Flintkote 
tCheck your paper for time and station. 


and other magazines starting in October. 


All this adds up to greater awareness of Flintkote quality 
... greater prestige for you locally as a supplier of quality 
products for the home. The Flintkote Company, Build- 
ing Materials Division, 30 Rockefeller Plaza, New York 
20, New York. 


*Registered trademark, The Flintkote Company 





FLINTKOTE STORY BOOK 
HOUSE—More than 200 
builders across the nation 
are using the Story Book 
House as a showcase for 
Flintkote Building Prod- 
ucts. Romantica Model 
pictured will be awarded 
to some lucky viewer who 
can guess its retail value 
($27,500 exclusive of 
land) and the value of the 
other prizes listed on the 
program. 








FLINTKOTE 


America’s Broadest Line 
of Building Products 
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Dealers Disagree on Role of Wholesale 
Salesmen in Helping Them Sell 


There’s no agreement among re- 
tailers on the proper function of 
wholesale salesmen. Should they mere- 
ly push merchandise or should they 
develop strong working relations with 
retailers to help move merchandise? 

“We know how to push the mer- 
chandise,”’ says James Clark of Tri- 
City Lumber & Supply Co., Akron, 
Ohio. “All the salesmen who call on 
us seem to know what they’re talking 
about, product-wise.” 

Clark urged these salesmen to spend 
less time on retailer-aiding programs 
than they do now. 

But at Carter-Jones Lumber Co., 
Akron, Bob Brown, a buyer, has the 
opposite opinion. 

“The salesman definitely should 
spend more time helping the retailer 
sell, especially through store display,” 
Brown said. “I don’t believe the retail- 
er should promote the manufacturer’s 
product. Why should we spend our 
own money advertising someone else’s 
product?” 

In Denver, several dealers agree 
with Brown but go still further: whole- 
saler salesmen are passing up a rich 
opportunity by not offering aid in 
merchandising the products they sell. 

“Salesmen who know their prod- 
ucts naturally could help promote 
their merchandise,” says P. R. Mor- 
tensen, hardware and paint buyer for 
Arvada Lumber Co. “But some of 
them are simply order takers to whom 
we could hardly give much time.” 

D. G. Frantz, owner of Frantz 
Lumber & Supply Co., Denver, not 
only agrees but frankly stated that 
none of the salesmen calling on him 
ever offers aid. 

Sales training help. “I think the 
salesmen calling on us can help with 
sales training, if we have the time for 
them to do so,” comments John Co- 
hoe, salesman and buyer, Cohoe Lum- 
ber & Suppy Co., Council Bluffs, Ia. 
“We're not enthusiastic about things 
like window displays; they’re just dust 
catchers.” 

But maybe formal school training 
is more important than the training 
given by wholesaler and manufactur- 
er salesmen. That’s the opinion of 
Mrs. Grace Watson, assistant manag- 
er, Bluffs Lumber & Supply Co., 
Council Bluffs, Iowa. 

“Schools like the Hoo-Hoo and 
manufacturers sponsor at the Univer- 
sity of Minnesota, of two weeks’ du- 
ration and classes six days per week, 
are good,” she says. 

Perhaps today’s wholesale and man- 
ufacturer salesman doesn’t have train- 
ing or ability to permit him to teach 
or help the dealer sell, wonders Jack 
Eyerman, Covington Lumber, Inc., 
Covington, Ky. 

“Salesmen today do not have the 
knowledge that their job requires,” he 
comments. “And there is a definite 
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need for more emphasis on programs 
to help sell manufacturers’ merchan- 
dise. Some firms already have such 
plans but there are many that lack 
them.” 

“I agree salesmen’s knowledge of 
their products is not as keen as it 
should be,” agrees Robert Glaser, Su- 
perior Lumber & Millwork, Inc., Cin- 
cinnati, Ohio. “Although the larger 
manufacturers have sales aids for us, 
the smaller ones are the ones who 
really need it. More time should be 
spent by the wholesaler in acquaint- 


ing our staff with his products.” 

“I, too, agree,” says Verl Bell, gen- 
eral manager, Harrison Lumber Co., 
St. Louis, Mo. “The wholesaler sales- 
men should definitely spend more time 
on programs to help us sell our mer- 
chandise. None of these salesmen is 
trying hard enough either to sell our 
merchandise to us or aid us in selling 
it to the customer. They will help us 
with store displays, however.” 

For some dealers, Bell’s suggestion 
might prove too much, in the opinion 
of Walter H. Kosfeld, assistant mer- 
chandising manager, H. A. Stockman 
Lumber Co., St. Louis. 

“In our opinion the salesman spends 
enough time with us. All we need 
from him is the general run-down of 
the product. We’ll take it from there”. 





Home Improvement Product Show Set 
For Chicago, February 5-6-7 


NEW YORK—The Home Improve- 
ment Products Show at the Navy Pier 
in Chicago next February is expected 
to have the largest number of exhibi- 
tors in its four-year history. 

Attendance at the trade show will 
come from lumber dealers, specialty 
merchants, general contractors and 
home modernizers, home builders, 


fabricators and applicators. 

HIPShow manager Robert Pom- 
erance said that every type of home 
improvement product will be repre- 


sented in the exhibits. 
For more information, write Home 
Improvement Products Association, 


280 Madison Ave., Dept. A.L., New 
York 16, N.Y. 





GYP ARTISTS 
IN HOME REMODELING 
ARE BUSY IN 
HOUSTON 


DON'T TAKE 


Geran CHANCE — 


STAHLMAN LUMBER CO. 


FINANCING ARRANGED 


4007 Greenbrier JA 6-1001 
Nights and Sundays HU 6-8085 





DIRECT ATTACK on “‘gyp"’ applicators is 
combined with reminder of quality home 
remodeling service available from Stahl- 
man Lumber Co., Houston. It’s a 1-col. 
newspaper ad. 





Northern Sash & Door Jobbers To 
Discuss Component Construction 


Cuicaco—Qualified specialists will 
head up a_ business session on 
component construction at the North- 
ern Sash & Door Jobbers Associa- 
tion meeting in White Sulphur 
Springs, W. Va., Nov. 5-7. 

Panelists will include Prof. William 
H. Kapple, A.I.A., Small Homes 
Council, University of Illinois; Paul B. 
Shoemaker, vice-president, Masonite 
Corp.; an executive of the United 
States Gypsum Co.; Earl C. Swanson, 
vice-president of Andersen Corp. and 
Mr. Kenning of the Koppers Com- 
pany. 

These men will be joined by the 
NSDJA Component Parts Committee, 
headed by Donald J. Porter. 


B&D Begins 50th Year 


Towson, Mp.—The Black & Deck- 
er Mfg. Co. launched its 50th 
year in business with a general sales 
convention Sept. 20-23 at the French 
Lick-Sheraton, French Lick, Ind. Re- 
corded and visual greetings from the 
electric tool maker’s world-wide sub- 
sidiaries were a popular part of the 
program. 

Speakers included Robert D. Black, 
chairman of the board and president; 
Alonzo G. Decker, Jr., executive vice- 
president; George W. McCarty, vice- 
president in charge of research & 
development; and Raymond G. Horn- 
er, vice-president in charge of mar- 


keting. 
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NEW PRODUCTS 


COMBINATION 
OVAL STRAP 





A compact unit that can cut strapping costs 
os much as 50% is now available. Combi- 
nation includes oval strapping tool. stationary 
dispenser and oval steel strapping. Write: 
Dept. 54, A. J. Gerrard, 1952 Hawthorne 
Avenue, Melrose Park, Illinois. 






OVAL STEEL 
STRAPPING 


a ee 





Save you as much as 50 to 80% on strap- 
ping cost. Oval steel strapping gives you 3 
times more the lineal feet per pound with 
equal tensile strength to other types of strap- 
ping. Write: Dept. 78, A. J. Gerrard, 1952 
Hawthorne Avenue, Melrose Park, lilinois. 





OVAL STRAPPING 
MACHINES 






Are available in several sizes and styles to 
meet practically every industrial requirement. 
Write: Dept. 93, A. J. Gerrard, 1952 Haw- 
thorne Avenue, Melrose Park, Illinois. 





STRAP AND WIRE 
CUTTER 


Dual purpose cutter—cuts oval strapping, up 
to %,”wide flat strap, as well as 14 gauge and 
finer round wire. A valuable tool that quickly 
pays-for-itself in any receiving or shipping 
department. Dept. 41, A. J. Gerrard, 1952 
Hawthorne Avenue, Melrose Park, Illinois. 
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Expansions and Mergers 





* Extension of the chain of Bermico 
pipe and conduit manufacturing plants 
into Canada is announced by A. E. 
H. Fair, president, Brown Co., Ber- 
lin, N. H. The firm has fibre pipe 
plants in Berlin, N. H. and Corval- 
lis, Ore. It is presently building an 
additional facility in Birmingham, 
Ala. and it will begin construction of 
a new plant at Hamilton, Ont. in the 
near future. 

* Georgia-Pacific Corp., Portland, 
Ore., has completed preliminary plans 








Lumber Dealer's Lass is 
a Utah Peach 


The Tri-State Lumber Co. of Brig- 
ham City, Utah, believes there’s noth- 
ing like a pretty girl to gain attention. 
So the firm sponsored Mary Quander- 
er (above) at the annual Peach Fes- 
tival. She rode at the head of the 
Peach Days parade and was featured 
at the Coronation Ball. She was also 
featured in newspapers and on radio 
and television. 

“It was a peachy promotion idea,” 
one Tri-State official quipped. 


for a new sales office and warehouse 
to be located in Akron Ohio. 

* Construction of a new office and 
warehouse for The Stanley Works of 
New Britain, Conn., in the new 250- 
acre Crocker Industrial Park adjacent 
to San Francisco is announced. The 
attractive, one-story tilt-up construc- 
tion building is to be 45,000 square 
feet and will be located on four 
acres of land. 

* National Gypsum dedicated its 
gypsum products plant in Waukegan, 
Ill., this month. The plant, located on 
20 acres of Lake Michigan shoreline, 
has been in production since last May 
when wallboard began rolling from 
drying ovens. It is the first gypsum 
facility in Illinois. 


Distributors Appointed 


* Lumber Materials Co., Tulsa, Okla., 
has been appointed by Armstrong 
Cork Co., Lancaster, Penna., to han- 
dle the distribution of Armstrong 
Building Products in the Tulsa area. 
* Industrial Plywood Co., Jamaica, 
N. Y., has named John T. Everett & 
Co. as exclusive sales and warehouse 
representative for its line of Ply- 
Gem prefinished hardwood plywood 
panels. Everett operates sales ware- 
houses in Atlanta, Memphis, Houston 
and Dallas and has additional sales 
offices in Greensboro, Tampa, Bir- 
mingham, Louisville, Baton Rouge, 
New Orleans and Oklahoma City. 


Distributors Meet 


CuicaGo—A__—irecord attendance 
is anticipated here at the Eighth An- 
nual Convention of the National Build- 
ing Material Distributor Association, 
Edgewater Beach Hotel, Nov. 16-18. 

Details of the convention can be se- 
cured from Executive Offices of 
NBMDA, 22 W. Monroe St., Chica- 
go 3, Ill. 





OCTOBER IS THE MONTH for storm win- 
dow promotion. Emblem above is part of 
merchandising kit for dealers who want 
to tie-in with promotion sponsored by 
National Combinaton Storm Window & 
Door Institute, 280 Madison Ave., New 
York 26, N. Y. 
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LET BOSTITCH...YOUR INVISIBLE 
SALESMAN...HELP YOU SELL MORE 
CEILING TILE ...get 2 kinds of profit 


Featuring easy installation with the Bostitch T5 
Tacker can help you sell more ceiling tile. 


In fact, when you feature sale or rental of the 
T5 it will help you sell more screening, insulation, 
cornerite, metal lath—everything it fastens. 


Profit comes from 2 directions. There’s the 
profit from the tool sale or rental and staples that 
go with it. And there’s the profit on the material 
to be stapled. 











For 2 kinds of profit, feature Bostitch tools. 
Bostitch staplers are nationally known and re- 
spected. They’re easy to sell. Advertising (which 
always features you) constantly finds new pros- 
pects. Rugged dependability —with free service on 
the T5—means satisfied customers. 


Put Bostitch—your Invisible Salesman—to 
work now. Call your Bostitch representative. He’s 
listed under “Bostitch” in the telephone book. 


Profits are better and faster with 


BOSTITCH 


STAPLERS AND STAPLES 
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Ties Down Contractor With Two-Way-Radio 


To the Editors: 

“I have been reading and enjoying 
your magazine American Lumberman 
for some time. I was particularly in- 
terested in the two-way radio ar- 
ticle in your July 20th issue. 

“We have approached the _ two- 
way radio setup from a different angle. 
We installed a base station at our 
yard, sold our major building contrac- 
tor customer a unit to install in his 
car, payable at $14 a month, then the 
unit belongs to the contractor. 

“We find this saves the builder 
time, speeds deliveries and also ties 


BUILDING CONTRACTOR Kenneth €E. 
Walker has immediate connection via 
two-way radio with his supplier, W. C. 
Roberts Lumber Co., Amarillo, Tex. 


the builder to the yard. We also make 
other calls for the builder. Needless 
to say, we both like the setup. Thought 
you might be interested in passing this 
along to other dealers.”"—W. C. Rob- 
erts, W. S Roberts Lumber Co., 
Amarillo, Tex. 


Top Telephone Sale On 
Saturday Brings Award 


Each of the seven full-time salesmen 
at the George T. Wiley Lumber Co., 
Long Beach, Calif., becomes a tele- 
phone salesman for one hour each on 
Saturday. 

“Since every caller is a prospect for 
a profitable sale,” explained general 
manager Bob Marks, “we wanted our 
top sales talent to handle these calls.” 

Each week the seven salesmen, who 
work on straight commission, draw 
lots from a hat for their respective 
hour of telephone duty the coming 
Saturday. The five part-time salesmen 
are not included in the program. 

“During the assigned hour,” said 
Marks, “the salesman, equipped with 
estimate sheets and price books, sta- 
tions himself in my office. As an in- 
centive, the man who makes the most 
sales during his tour of telephone 
duty receives a prize of a dinner for 
two at the best hotel in the city.” 


k 


By-Passing Hardware Used 
For Narrow Display Space 

The Romney Lumber Co., Salt Lake 
City, used by-passing door rollers and 
track for display of panels, rather 
than the more common swinging-type 
hardware. This permitted 26 panels 
to be shown in a 2’x17’ space, with 
room for another 10 panels. 

Nine lines of roller track were 
mounted 2” apart parallel to the wall. 
They were fastened to a soffit built 
out from the wall 24”. Then %4” fir 
plywood panels were suspended from 
rollers running on the tracks. 





ORDER NOW—FROM CLEVELAND 
PLYCLIPS 


Eliminate wood blocking on plywood 
roof construction. Extruded aluminum 
alloy. 5 sizes from 3/8" to 13/16". Send 
for Plyclip brochure. 


Developed and tested 
by Plywood Research 


Foundation. 


STRONGER JOINTS 
AT LOWER COST— 


CLEVELAND 3-WAY 
FRAMING ANCHORS 


Faster more rigid framing—nails 
actin shear for greatest strength. 
No toe nailing! No splitting! 


3 styles—/8 gauge galvanized steel 


MORE THAN 50 TOP-QUALITY BUILDING PRODUCTS 
WRITE FOR CATALOG—OR SEE IT IN SWEETS 


"JUST A FRIENDLY REMINDER TO SUGGEST ‘SCOTCH’ 
BRAND MASKING TAPE WITH EVERY PAINT SALE, FILBERT !" 





“SCOTCH” and the plaid design ore registered trademarks of 3M Co., St. Paul 6, Minn. 


CLEVELAND STEEL SPECIALTY CO., INC. 


ESTABLISHED 1924 — 3771 EAST 91st STREET, CLEVELAND 5, OHIO 


Mitanesora [ffinine ano Wffanuracrurine company 
... WHERE RESEARCH 1S THE KEY TO TOMORROW 
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(fou can prott trom the quality in 
SOUTHWEST “FRIENDLY INDIAN” brand lumber 


Like a sure thing? You'll never 
get stuck with a “pig in a poke” when you stock 
Southwest. It’s quality through and through—and 
looks the part. Board after board is bright, well- 
manufactured, consistently graded. What more 
could you ask for building repeat business . . . and 
profits? Stock Southwest and bank the difference 
quality makes! 


You can see the helping hand Southwest gives 
Nature — in every board! 


® kiln dried clean, bright appearance 
® precision milled carefully handled 

® brand identified and loaded 

® consistentiy graded speedy, dependable deliv- 
® waxed ends ery the year around 


outhwest. 


LUMBER MILLS, INC. 


General Sales Office: P. O. Box 908 . Phoenix, Arizona 
Alpine 8-4811 TWX PX 495 


Eastern Region Sales Office: 135 S. LaSalle St. * Chicago, Illinois 
DEarborn 2-3595 TWX CG 3001 


Mills: Flagstaff, Arizona * McNary, Arizona * Corrigan, Texas 


PRODUCING PONDEROSA PINE, DOUGLAS FIR, WHITE FIR, SOUTHERN YELLOW PINE, AND HARDWOODS 
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. Who signs the check? 
A. The plywood manufacturers 


Year after year you have had a steady increase in fir plywood 
sales. May we ask if you ever wondered how this great increase 
in your sales happened. 

The answer, we think, lies in the 21-year multi-million dollar pro- 


motion, research and quality control programs carried on by the 
better fir plywood manufacturers. 


Therefore, if you think well of the results of this industry effort, is 
it unreasonable to ask you to support these manufacturers by 
buying only DFPA grade-trademarked plywood? 


Your support is vital if these large sums of promotional money 
are to continue on your behalf. 
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DEPA' 


, TESTED 


‘QUALITY. 


@ 


es. - A 
who use this trademark! 








ARE YOU USING THIS STAMP ON ALL YOUR PLY DP ORDERS? 


If not, send for your free stamp today. 


It’s the best way to make sure you are getting good plywood, 


manufactured by one of the more than 110 reliable mills* “ 
who think enough of your business to give you quality All softwood plywood on this order 


plywood . . . and back it with promotion and research must bear DFPA GRADE TRADEMARKS 
needed to help you sell it properly and profitably. legibly applied to each panel 


% Producing 90 per cent of all Douglas fir and Western softwood plywood. 








DOUGLAS FIR PLYWOOD ASSOCIATION, TACOMA 2, WASHINGTON 
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For more SEE-able features... 


s@8 Quality Building Products 


Packaged 
sets for 
doors 


M-D _Nimeta’ WEATHER STRIP 


Packaged sets for doors, In stainless steel or bronze. 
Complete packaged units mean easier handling for you 

. easier installation for customers. M-D Numetal 
door sets available with regular door bottoms or with 
any M-D threshold. 


m-D Jamb-Up 


DOOR WEATHER STRIP 
Extruded Aluminum & Durable Vinyl 


Perfect for wood or metal doors. Made of sturdy, ex- 
truded aluminum and tough, durable vinyl. Comes com- 
pletely packaged with necessary strip, nails, screws and 
instructions, Available with or without extruded alumi- 
num and vinyl DV-1 Door Bottom. 


~sabai tN 


M-D H-4 FOLD-BACK 
DOOR WEATHER STRIP 


Automatically spaces itself 
when properly placed 
against door stop. A 
smoothly-operating, econom- 
ical packaged set for all 
standard doors. Aluminum 
or bronze—with any door 
bottom or threshold desired. 
Nails, screws and instruc- 
tions furnished in each set. 





MACKLANBURG DUNCAN CO. 





BUILDERS ©". 


Up automatically 
to clear carpet 
easily when 


M-D Az-GARD 
AUTOMATIC 
DOOR BOTTOMS 


For ALL doors. With silvery-satin or 
Albras finish—will not rust or tar- 
nish. Furnished in standard lengths 
—28”", 32”, 36", 42” and 48”, 


Down snugly 
against floor 
to seal out 
drafts when 
door closes. 


M-D On-GARD 


COIL 
WEATHER STRIP 


All-metal weather strip in 
handy rolls. 8 widths in 
either stainless steel or 
bronze. Features built-in 
tension, embossed nail 
zone and hum-proof edge! 


WEATHER STRIP 


The “original” coil metal 
and wool felt weather strip. 
Fast-selling because it's so 
easy to put on. Each in- 
dividual package contains 
one 18 ft. roll with nails 
and instructions. Packed 12 
cartons in free display. 





M-D CASEMENT 
WINDOW WEATHER STRIP 


Easy to install on steel or 
aluminum casements. Slips 
over window flange. Style 
No. 1 is used on head and 
lock side or swinging edge 
of metal casement windows. 
Style No. 2 is used on hinge 
side and the sill, 











Style No. 1 Style No. 2 


DEALERS... 





For more SELL-able features... 


for Doors and Windows 


M-D EXTRUDED THRESHOLDS 
AP-3 4 —America's 


most popular threshold with 
replaceable vinyl insert. 
Note vinyl calking strips 
under each leg, which may 
be removed if the use of 
Nu-Calk Calking Compound 
is preferred. Available in 
Alacrome or Anodized 
Albras. 


AP-1 18 —ebove) Designed especially for thick 
pile rugs. Has vinyl calking under legs, as well as 
replaceable vinyl insert. Available in Alacrome or 
Anodized Albras, 


AP-1 58 — threshold of sturdy, extruded aluminum 
with replaceable vinyl insert. Can be used on bottom 
of door or on top of wood threshold. Available in 
Alacrome or Anodized Albras. 


Pi wls«M-D DRIP CAPS 
‘ y Prevents rain from draining or 
j blowing under door or wood case- 
ment windows 
A Available in DCA Aluminum 
or DCA Albras. Holes punch- 
ed, nails furnished—comes in any 
length. 
B New, heavy duty extruded 
aluminum drip cap, Packed in 
individual poly tube. Available in 
natural Alacrome and in 3 perma- 
nent Anodized finishes. Standard 
lengths 32”, 36”, 42” and 48”. 


M-D CALKING 
COMPOUND 


Mit (ALK speed Loads 


World's finest calking compound 
available in loads, with or without 
nozzle . . . hand squeeze tubes 
++. Or Y pt. pt, qt., and gal. 
cans. Also 5-gal. and 55-gal. 
drums, gun or knife grade. 


M-D %Wa-Glaze 
GLAZING COMPOUND 


Always sets to rubber-like con- 
sistency. Clean, easy, to handle. 
Use and recommend with complete 
confidence that it always “stays 
put.” Packed in % pt., pt., and qt. 
cans, 25 lb., 50 Ib., 100 Ib. and 
880 Ib. drums. 


GLAZING 


Compound 








M-D DOOR BOTTOMS 


A M-D Numetal Door Bottom made of extra thick 
wool felt and heavy gauge stainless steel, brass 

or aluminum, Standard lengths—28", 30”, 3; 

42” and 48”. 

B M-D heavy duty extruded aluminum and felt door 
bottom in Alacrome or Anodized satin, bright or 

brass colors, in all standard lengths. 

Cc M-D extruded aluminum and vinyl door bottom— 
in natural Alacrome or Anodized Albras finish— 

in all standard lengths. 


NATIONALLY 


ADVERTISED 
n 17 leading 
Consumer Magazines 


MACKLANBURG-DUNCAN CO. 


Manufacturers of Quality Building Products * Box 1?97 * Oklahoma City 1, Okla. 


Circle No. 317 on Handy Cover Card 








How’s Business ? 


Lumber Dealer Sales Pulse 


Marketing Regions (see map page 70) 


Zone 8 Zone 9 
Mountain Pacific 


Zone 4 Zone 5 
East North East South West North West South 
Central Central Central Central 


Zone 1 Zone 2 
North Middle 


Zone 6 Zone 7 


Atlantic Atlantic 
Sales: August ‘59 vs. + 7% —12% 
August '58 
8 months ‘59 vs. + 2% 
8 months '58 
Accounts receivable: Aug. 31, + 2% 
‘59 vs. Aug. 31, "58 
Inventory: Aug. 31, ‘59 vs. s same 
Aug. 31, '58 
Next quarter's sales estimate + 2% steady 
August weather Good Hot 


— 7% 


—24% 


Good weather throughout most of the country last 
month helped dealers’ sales considerably, although too 
much hot humid weather hurt sales in the Middle Atlan- 
tic area and unseasonally dry weather in parts of the 
Great Plains hurt crops which in turn cut into building 
materials sales. 


A tremendous drop in home sales and new home build- 
ing was reported in one area of the South Atlantic zone. 
This apparently was not duplicated in other areas of the 
zone so that dealers’ sales there in general showed a good 
increase over the preceding month. 


An overall sales gain for the year seems to be the out- 
look for most dealers, looking ahead to year-end. In gen- 
eral there seems to be an expectation of total 1959 dealer 
sales volume of about 15%-18% ahead of 1958. 


Dealers’ inventories are being maintained on a level 
basis, according to reports to American Lumberman. 
This is influenced by falling lumber and plywood prices 
and by leveling off of new home starts. In terms of month- 
ly new home starts, July was on an annual basis were 1,- 
350,000; in April new home starts were reported at 1,434,- 
000 on the same annually adjusted basis. 


August investment in light construction was generally 
ahead of a year go. For new home building, $1,575,000,- 
000 was invested; this was 19% ahead of a year ago. 
Home improvement was $435,000,000 for the month, up 
13% over August a year ago. Farm construction was 


Billion Dollars 


x NEW CONSTRUCTION ACTIVITY 
(seasonally adjusted) 


Total 





<> 
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Private Residential 


(nonfarm) 
b* 
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1956 1957 1958 1959 





; 


+10% +10% 


4+-15% same same +20% 
+25% 


+10% same 
+10% +10% 
+10% same 
+ 5% same +10% 


—10% +30% Steady —10% 
Hot, Dry Good Good Good 


+-20% +25% —15% 
$+-15% —20% +10% +10% 
+-20% same —10% 
Good Good 


estimated at $189,000,000 for August. This was up 10% 
over the same month a year ago. 


The home building outlook for the next 12 months 
would be grim if the only factor to consider were the 
government insured mortgage, for this picture is getting 
tighter as each day passes. Availability of this kind of 
money is tied closely to the yield of government bonds. 
At mid-month 12 long-term government bond issues were 
selling at prices to yield investors 434% or more—better 
than mortgage lenders can earn on FHA and VA mort- 
gages. Canadian money markets were even tighter; there 
a recently issued government bond sold at prices to yield 
investors 642 %. 


Dealers’ credit outlook seemed good at press-time. Most 
recent contractor failure count showed 181 a year ago for 
the nation, but down to 137 for the same mid-summer 
moment this year. Contractors in general would appear to 
be on a sounder financial footing. 


The housing cost index is climbing slightly faster than is 
the general consumer price index. In the past 12 months 
the housing cost index has risen 1.3 index points, to 129.0 
(the 1947-49 period is taken as 100), while the full con- 
sumer price index now stands at 124.9, up from 123.9 a 
year ago. The purchasing power of the 1959 dollar for 
consumer goods stands at 80.1¢ in terms of the 1947-49 
dollar; in terms of the 1935-39 dollar it stands at 47.9¢. 


Billion Dollars 


* SALES OF RETAIL STORES 


(seasonally adjus' 


———) 
_pooreeespecesetinetreatered 








/ Pocoocta9?™ 


Durable Goods 
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(Chart: from U. S. Dept. of Commerce) 
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CONTINENTAL® ORNAMENTAL FENCE IS 
BRIGHTER—LASTS LONGER. No other 
ornamental lawn fence possesses the 
brilliant bright coating of Continental 
Brytite®. Pickets, single or double, 
are straight and uniform, of rust re- 
sistant copper steel wire, heavily 
coated with Continental’s long lasting 
Brytite®. Range of heights. Choice of 
Gate sizes and styles. Also Brytite® 
Flower Bed Border. 





CONTINENTAL® GALVANIZED AND REIN- 
FORCING WELDED WIRE FABRIC. Here’s 
extra business for you—popular styles 
and sizes for many uses. . . Galvanized 
for pens, cages, guards, etc.; Rein- 
forcing for 30% greater strength in 
concrete work. Smooth welds, easy 
to use. Also reinforcing bars. 





CONTINENTAL NAILS are 


sharper, cleaner, hold better! 


Now, from Continental’s new Nail Mill, come the finest nails 
ever made! A new, superior, 3-step chemical process cleans nails 
so well they pass the “‘white glove’’ test! Eliminate costly work 


smudges. The same process delivers the nails with points un- HIGH QUALITY CONTINENTAL® STEEL 
blunted —sharper, to start easier and drive straight. Most of all, ROOFING AND SIDING. The popular Tyl- 
P : i a Shae eg Lyke Bin Dor (for Tyl-Lyke Roofing 
nails have greatest possible holding power. 10,000 kinds and sizes. only) is easily installed on the job, the 
Order your Continental Nails TODAY! ideal weather-tight roof opening. Three 
styles of Roofing & Siding: Tyl-Lyke, 

Corrugated, and 5-V Crimp. 


CONTINENTAL STEEL | *Qgpypecssscaae 


copy of new advertis- 
ing and sales promo- 
tion directory. 





et A a 


September 28, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 316 on Handy Cover Card 31 





/ 


DEALER SALES 
CONTROL 


EIGHT HOUSE PARTS shown in display will build any house. 
These are the components which dealers can buy from a 
Lu-Re-Co manufacturer-distributor. 


Lu-Re-Co Components Ready For 
Dealers on Wholesale Basis 


Wisconsin manufacturer is equipped to sell modular wall 
panels and roof trusses to 300 lumberyards. First customer 
under new distribution plan is an 80-unit lineyard company. 
Four-man crew goes with first truckload of components to 
acquaint dealer and contractors with component system. 


IDENTIFICATION PLATE bearing NR 
Homes Lu-Re-Co serial number is shown 
by Sam Slaughter. Panels and trusses 
bearing this label are accepted as 
guaranteed by him in his area by FHA 
and VA, building inspectors and labor 
groups, Slaughter says. 


32 


UMBER DEALERS in the upper 

north central states can now sell 
Lu-Re-Co (Lumber Dealers Research 
Council) component homes without 
fabricating their own wall panels and 
roof trusses. 

These components can be pur- 
chased from the first Midwest manu- 
facturer-distributor to get into opera- 
tion under the Lu-Re-Co distribution 
plan: NR Homes, an affiliate of Cen- 
tral Lumber Co., New Richmond, 
Wis. 

The dealer-to-dealer program is de- 
signed to keep the prefab business 
“in the family of lumber dealers,” ac- 
cording to Raymon Harrell, LDRC 
vice-president. 

Lumberyards qualify to purchase 
the components by joining the Lum- 
ber Dealers Research Council. 

Sam B. Slaughter, Jr., of Central 
Lumber Co. has held a Lu-Re-Co 
franchise since March of 1955. He has 
used pre-assembled panels and trusses 
in about 100 homes a year which he 
has built through the yard’s New 
Richmond Construction Co. Many of 


these homes were built on land he 
developed—part of the trend toward 
“DSC,” Dealer Sales Control. 

Now Slaughter will pass along to 
dealers in other markets his knowl- 
edge of pre-assembled modular con- 
struction and selling. NR Homes will 
sell only to retail lumberyards. 

Slaughter’s first customer under his 
manufacturer franchise is the 80-unit 
Thompson Yards organization. Cen- 
tral Lumber Co., Slaughter’s parent 
company, operates 17 yards. 

“With our present production setup 
we can serve 300 lumber dealers,” 
Slaughter told American Lumberman. 

What dealer gets. Under the service, 
dealers get Lu-Re-Co house plans, 
complete merchandising aids and con- 
tract forms tailored for complete 
house package selling. Slaughter’s men 
will erect the panels and trusses for the 
dealer’s contractor-customers if de- 
sired. 

Central Lumber Co. has a four- 
man drafting staff trained to adapt 
any house plan to the Lu-Re-Co modu- 
lar system. 
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LUMBER DEALERS turned component manufacturers are Sam 
Slaughter, Sr., right, and his son Sam, Jr. They operate Central 
Lumber Co., New Richmond, Wis. and NR Homes, fabricating 


“Dealers using our service be- 
come members of the LDRC,” 
Slaughter said. “Thus they qualify for 
all the merchandising and plan serv- 
ices from that organization. 

“In addition, we supply them with 
a complete price book. We have a 
color slide library which is available, 
built up over our own years of ex- 
perience with Lu-Re-Co. 

“When the dealer sells a house we 
send four men with the truckload of 
wall panels and trusses to help in- 
doctrinate local builders. If the 4-man 
erection crew is not wanted, we send 
a foreman to work with the yard’s 
customers during erection.” The help 
of Slaughter’s men is needed only for 


the first house; after that, the dealer 
will be able to handle it or train his 
contractor customers. 

Normal erection time for an aver- 
age size Lu-Re-Co house shell is one- 
half day, with roof sheathing applied 
and shingles partially on before 5 p.m. 

Slaughter will furnish only the struc- 
tural components. All finish materials 
and specialties are sold from the 
dealer’s stocks. 

Production setup. Slaughter’s nor- 
mal schedule calls for two men fab- 
ricating wall panels and roof trusses 
for an average house in 1% days. Pic- 
tures of the production accompany 
this article. 

“We stockpile the panels,” Slaugh- 
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affiliate company. Their distribution plan enables other dealers 
to compete with shipped-in prefabs at their own game without 
setting up fabrication equipment. 


ter explained. “You can build any 
home with only eight variations of 
panels. We make up roof trusses as 
we get orders; this is because of varia- 
tions in width, pitch, overhang, and 
the like.” 

The eight panel sizes include 2’ and 
4’ wide, sheathed and insulated, plus 
a panel for a 3-0 door and five to fit 
different windows. 

For window panels Slaughter uses 
the Andersen Strutwall in 4’ widths. 
They are insulated and sheathed in 
the shop, the same as solid panels. 

Equipment in Slaughter’s plant is 
simple. He has two truss jig tables, 
one for making solid Lu-Re-Co panels 
and a similar table for insulating and 
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LU-RE-CO COMPONENTS 
AT WHOLESALE 
(begins on page 32) 


How Lu-Re-Co Com 


ae 


WINDOW PANEL gets wiring holes power-drilled before sheath- 


ing; solid panels are drilled in same fashion. 





sheathing Andersen Strutwall panels. 
A 50-ton Niagara punch press injects 
the Sanford connecting plates and an 
air-actuated Spotnailer with 100 p.s.i. 
air compressor is used for speedy 
nailing of sheathing. 

“With this equipment we can make 
a Lu-Re-Co panel in three minutes and 
a 24’8” truss takes 10-12 minutes to 
put together,” Slaughter said. “We 
have our own trailers, each of which 
will hold panels and trusses for one, 
two or three average houses.” 

If a dealer has local resistance from 


err 


ae 


building officials, Slaughter said NR 
Homes will send technical experts to 
help secure local code approval of Lu- 
Re-Co methods. The system now has 
national FHA and VA acceptance. 
“The technical aspects of Lu-Re-Co 
are worked out well,” Slaughter told 
American Lumberman. “The place 
where our service will prove valuable 
is in the merchandising of the product 
and in training local contractors’ 
crews. Our experience in using Lu-Re- 
Co in several hundred of our own 
homes is available to other dealers, 


ponents Are Manufactured 


t 


INSULATION is precut from overhead roll, laid on, stapled into 
place, then... . 


PANELS ON SHIPPING DOCK are part of NR Homes’ 
stockpile. In foreground are trusses for three residential 


garage jobs. 


SQUEEZING the metal Sanford connector plates home 
is done by 50-ton punch press converted for this job. To 
operate press, both men pull release ropes; this is safety 
measure to prevent finger injuries. 
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homes” ““Pevience in selling these 1 t4-Re-Co Model Home Draws Huge Crowd 


Slaughter’s sales package includes 


helping the dealer sell complete house Recentl ane Pane 5 2 ‘ 

or ta io ‘ y when panel manufacturer-distributor Sam 

oe as ee ot Bae Slaughter, Jr., displayed Lu-Re-Co’s “Madison-A” three 

Degree sal } e oe t gos ot IS bedroom home to demonstrate the advantages of electric 

pont e ng niet i | egy Its, heat in his northern Wisconsin community, approximately 
‘c ef 1S = oo ers sell the com- 10,000 people visited it—in the town of New Richmond, 

plete house package at a reasonable Wis., which only has a total population of 3,500. The model 

profit. m aa : home was built in lumberman Slaughter’s Country Club 
The Lu-Re-Co building system will Park subdivision 

be demonstrated at the NRLDA ; 

Building Products Exposition in Cleve- 

land, Nov. 14-17. 


NSE ‘ a a: 


INSULATING BOARD sheathing, also precut to fit, laid on jig-held panel. Board is .. . QUICKLY ATTACHED with an air-oper- 
ated Spotnailer, driving 1%2” fasteners 
in mass-production fashion. 


DRIVER AND FOUR MEN unload at job site. Average house is FAST WAY to build a roof. Set truss ends on pre-marked bear- 

ready for roof sheathing by lunchtime; roof is done by end of _ ing points, swing up unit to overhead man. Not seen here are 

first day. The 4-man crew is furnished by manufacturer. carpenters at each side of the building, waiting to nail erected 
truss ends. 
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Small-Town Dealer Plans to Grow 
In a Non-Growth Market 










MANAGEMENT TEAM 
of McCall Lumber Co., 
Hillsdale, Mich., are 
Mr. and Mrs. Jim 
McCall and manager 
of building products 
department, Ted 
Snyder. 


Michigan retailer is not giving up growth 
despite a static population area and tough 
price competition. He's fighting back with a 
new hardware store and packaged remod- 
eling. 





HAT can you do to develop 
added business in a_ small 
town with stabilized population, sur- 
rounded by cash-and-carry yards and 
applicator competition? 

That tough assignment was faced 
by the trio pictured above at McCall 
Lumber & Fuel, Hillsdale, a town of 
6,500 in southeast Michigan. Their 
solution is this 3-point “DSC” (Deal- 
er Sales Control) program: 


* A new store stocked with handy- 
man home maintenance, repair and 
improvement merchandise. 


* A catalog order service. Higher 
priced items and specialties such as 
sporting goods can be ordered at 
substantial savings. 


* A packaged remodeling depart- 
ment with the services of a trained 
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home economist for kitchen plan- 
ning. 

The catalog service and remodeling 
strike back at applicator and chain- 
store competition from Toledo and 
Detroit, said dealer Jim McCall. 

The static population of Hillsdale 
rules out some of the best “DSC” 
methods used by lumbermen in 
growth areas. “For instance, my 
dad tried a land development pro- 
gram in 1941, converting 13 acres 
into 30 lots,” explained McCall. 
“Only 10 lots have been sold. We 
tried building single houses on a spec 
basis, too, but wound up having to 
sell them for whatever we could get.” 

New store. Hillsdale is one of many 
communities with a stagnant popula- 
tion. The problem is to get more 
business per capita from new lines 
and from more creative salesman- 
ship. The problem was aggravated in 
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Hillsdale by the growth of cash-and- 
carry yards in the region. So the Mc- 
Calls chose to build a new store with 
emphasis on new hardware lines and 
structural, show-how displays to help 
sell packaged remodeling. 


“It’s obvious that we will no longer 
be able to make sufficient markups 
on building materials if we sell in the 
conventional way against cash-and- 
carry competition,’ McCall _ said. 
“Adding hardware and pushing home 
improvement packages should help 
broaden our profit base.” 


McCall and his wife hired a spe- 
cialist from their hardware associa- 
tion and a retail consultant to help 
plan the store. Then they employed 
an experienced hardware salesman to 
manage the store and carry through 
with consistent advertising that’s ne- 

(continued on page 40) 











EXTERIOR VIEW OF NEW STORE, built 
to increase sales to present customers 
and make new friends in a town that 
has static population. 


PANELING, ATTRACTIVE CEILING treatments are used to help sell these products 
for home improvement. Firm has most modern retail store in town, a logical place 
for consumers to come for modernization of homes. 
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FULL-LINE HARDWARE, 
tools and paints in Mc- 
Call Lumber's new store. 
These are the retail lines 
which can bring ‘‘plus”’ 
business for the small- 
town lumberman. 








NEW KAISER ALUMINUM 
ROOFING AND SIDING PRODUCTS 


for farm...residential...and commercial uses! 





NEW KAISER ALUMINUM DIAMOND-RIB* ROOFING 





+ 


e First aluminum roofing to carry a 30-year e Diamond embossed for distinctive beauty, 


warranty against corrosion less glare 

e Rugged ribbed construction makes it stronger ¢ Leakproof non-siphoning drain channel 
; . e Simple to stock — one width, one gauge, one 

e Longer — |4’ and |6’ lengths are standard did endeedided Sinteh 


e Wider — 48” net coverage after lapping e Nails with diamond embossed head to match 


Stock new Kaiser Aluminum Diamond-Rib roofing in lengths of 6’, 7’, 8’, 9’, 10’, II’, 12’, 14’ and 16’. 


NEW GREEN DIAMOND-RIB* SHEETS * 





e Neutral green color-primed on both sides e Cool green color eliminates glare 

e One color only, to simplify inventory — yet cus- e Special finish improves weathering character- 
tomers can easily paint sheet any color desired. istics 
No primer coat is needed e Plus — all of the inherent advantages of natural 

e Low cost, to give you an important selling finish Diamond-Rib: ribbed construction, diamond 
advantage embossing, etc. 


New green Diamond-Rib opens up new sales opportunities for you — 
patio covers, carports, fences, garden sheds, and many more! 


NEW LONGER, WIDER CORRUGATED ALUMINUM ROOFING 





+ 


e 51” wide to provide a full 48” coverage after e Stucco embossed to cut down glare, add to 
lapping dent resistance 
e From 6’ up to 14’ and 16’ long to eliminate end @ Popular 2%” corrugation and .019” thickness for 
laps on many roofs fast sales 
*Trademark 


Circle No. 319 on Handy Cover Card 





30 YEAR WARRANTY 


30 YEAR WARRANTY 


Diamond-Rib Roofing 





Stock Kaiser Aluminum 
Building Products For 
Bigger Sales, Bigger Profits! 


Order now through your Kaiser Aluminum 
Building Products distributor or sales- 
man. Kaiser Aluminum & Chemical Sales, 
Inc., Building Products Dept., 1924 
Broadway, Oakland 12, California. 


| ALUMINUM 


Kaiser Aluminum backs up its products... 
backs up its dealers! 


See “MAVERICK”, Sunday Evenings, ABC-TV 
Network, Consult your local TV listing. 











DEALERS PLAN 


(begins on page 36) 





cessary for success of the new ven- 
ture, 

Store inventory includes a com- 
plete line of handyman electrical sup- 
plies as well as a short line of handy- 
man plumbing items. The latter has 
precut and pre-threaded pipe lengths 
as well as bathroom fixtures. 

Ceramic tile, picture mouldings, 
unfinished furniture also are stocked 
with related sundries in _ full-line 
fashion, as well as hand and pow- 
er tools, economy-line light fixtures 
and garden tools. 

Paint and builders hardware’ have 
been expanded into full-line depart- 
ments. Floor, ceiling and wall cover- 
ings are given the same full-line 
treatment; more than 50 styles are 
structurally displayed throughout the 
store. 

Package displays include a model 
kitchen at the store entrance. Suf- 
ficient room is allowed for staging 
kitchen clinics. 

Cabinets were formerly sold out of 
a catalog. Within two months after 
installing the model kitchens, four 
complete kitchen jobs were sold. 

Initial success. More than 3,000 
people came to the grand opening of 
the store. In three months after the 


REMODELING CLINIC staged in the McCall Lumber Co. store for local women’s group. 
Note deluxe model kitchen. Home improvement packages are expected to offset 
decline in profit margins on. building materials caused by price competition. Kitchen 
service is part of McCall's ‘“‘DSC'’ (Dealer Sales Control) program. 


opening there was a 25% increase in 
store traffic and in remodeling sales. 
But despite this first blush of suc- 
cess, the McCalls are not announcing 
the project a sure thing. They figure 





The ‘‘extras’’ are standard 


ORMICA*’ sAFE-BOND’ 


in New 


he, Mh ARS 
b athe Annd) 


Non-flammable 


No objectionable 
odor 


Spreads easier 


Goes TWICE 


as far 





*Trade Mark 
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SAFE-BOND 
CONTACT CEMENT 


: * 
Get SAFE-BOND 


the versatile 


Contact Cement 


where you get 


FORMICA’ 


lLominated Plastic 








it will take a year before a true 
profit assessment can be taken. There 
are many bugs to be worked out. De- 
partmentalization of bookkeeping, for 
example, is one major objective. 

Whether the venture will pay off 
in increased new house activity is a 
major question mark. They know that 
new house starts in their 20-mile 
market area has never exceeded 30 
houses a year. They know too that the 
population level has stayed the same 
for years and isn’t bound to change. 

Outside prefabers are also busy in 
the area. 

The goal, McCall said, is to achieve 
a one-third increase in the firm’s half- 
million dollar volume. By stressing 
packaged remodeling and _higher- 
markup hardware specialties, they 
hope to maintain the firm’s above- 
average net profit. 

With the recent decline in mark- 
ups from traditional building materi- 
als, the McCalls are certain that they 
would not have been able to retain 
any earnings without the help of their 
3-way “DSC” program. 


Distributors Announced 


¢ Appointment of two new distribu- 
tors by Azrock Floor Products Div., 
Uvalde Rock Asphalt Co., San An- 
tonio, Tex., is announced. They are 
Gem City Planing Mill & Lumber Co., 
Dayton, Ohio, and Central Coopera- 
tives, Superior, Wis. 

* Consolidated Lumber & Supplies, 
Denver, Colo., has been named as re- 
gional distributor for R.O.W. remov- 
able wood windows in Colo., southern 
Wyo. and northern N. M. by R.O.W. 
sales Co., Ferndale, Mich. 
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Co. full-page 
duced above. 


news 
owners a multitude of free services. 





BE 20 COOLER 
Colored Aluminum Patio 
wae 159 


With Wrought Iron Posts! 
Delivered reedy te exsemble 





SALE DAY 
at CHANDLERS 


BARGAIN ROW 
Douglos Fir Studs 29. 
Hart Redwood Posts 179, 


3°K6' %4" Birch 
18°X 6" Birch 


8’ V GROO' 
CHANDLER WAY AND SAVE. 4 as" ze ve 


1 OPEN 3 NITES ‘TIL 





SUNDAY 9 TO 2—SATURDAY 8:00 TO 4:30 


9.36]; 


CHOOSE FROM TEN 
Different Styles 
From 59 lin. ft. 
TAKE 5 YEARS TO PAY 


YOUR 
HOME! 


CHOOSE FROM OUR 
EXCITING PANELS //) 
ON PARADE! ’ 
instell © Shding Giese, Bon 
Berle Boot You Con 


De tt All With One Step ot 
CHANDLERS. 


TAKE 5 YEARS TO PAY 


SELF-SERVICE 
LUMBER YARD 





Douglas Fir Shelving 44:1 F, 


- thet 
~ od Coder Closet— 
DO IT NOW THE CHANDLER WAY 


TAKE 5 YEARS TO PAY 


 ONAY 
THURSDAY 
FRIDAY 


o. VAN NUYS BLVD, Vi VAN Uys 
ate 5-0493 TRiangle 3-1658 


Dealer Shows How to Promote 
Your Free Services 


The only difference between Chandler Lumber Co. 
and most dealers is that Chandler's promotes its 


services, while 


VERY DEALER faced with cash- 
and carry competition should take 
a long look at the Chandler Lumber 
newspaper ad_ repro- 


shouts the 
give home- 


is an ad which 
Chandler’s 


Here 
that 


“why not let Chandler’s do it for 


you?” 

As a result of this type of promo- 
tion, the Van Nuys, Calif., lumber- 
yard is stacking up a 20% sales rise 
this year over 1958. The increase 
mainly comes from remodeling pack- 
ages, now running at the rate of 
$60,000 in materials sales. 


many yards keep them a secret. 


Chandler services include a_ plan- 
ning library, drafting, financing to 
suit, reliable contractor referal and 
free brochures. 

The success of the service selling 
is particularly newsworthy because 
the Chandler yard is also well known 
as One of the largest self-service hard- 
ware and lumber centers in the Van 
Nuys area. 

Ad budget. Stanley E. Brown, pres- 
ident and Barry Mandel, retail man- 
ager, insist on a hefty advertising 
budget. It’s 4% of retail sales. This 
results in jumbo-sized ads up to a full 
page every week in a local daily. The 
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LUMBER MAP 


OF FINE | 


NORTHERN 
HARDWOODS 


_— i 
an AKE > SU 
fe KT wy Lettre 


™ 
7 as bo J 


For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—well-manufactured, 
accurately graded, properly dried. Con- 
sult the firms on this column for your re- 
quirements in all Northern Woods. 





, Marshfield & Park Falls, 

*Roddis Plywood Corp..." ”"Wisconsin 

Roddis ibr. & Veneer Co. of Mich., Ironwood, Mich. 
Roddis Lb. & Veneer Co., Ltd. 

Savit Ste. Marie, Ontario, Can. 
Complete stock N. Hdwds., Hemlock, W. Pine, Ce- 
dar Pred., Maple, Birch, Fig. Hdwd. Ven‘r'd Doors. 

Plywd. Modern Dry Kiln facilities. 





*+J. W. Wells Lumber Co. . . Menominee, Mich. 

Hard Maple and Oak Flooring. Strip, Herringbone, 

Block patterns. Custom kiln drying. Upper grades 
Hard Maple and Birch lumber, rough. 





Goodman Lumber Div., Calumet & Hecla, Inc. 
Sales Office: GOODMAN, WISCONSIN 
Mills at: Goodman, Wisconsin and Mohawk, Michigan 


Northern Hardwoods, Hemlock, White Pine and Bass- 
wood, Hardwood Dimension, Planing Mill, Dry Kiins 
Rotary Cut Veneers 





tMember Maple Flooring Mfrs. Assn. 


*Member Northern Hemlock & Hardwood Mfrs. Assn. 
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same ads also appear in two regional 
shopping papers. 

The ads appear on Wednesday be- 
cause the store and yard is open till 
9 p.m. on Thursday and Friday. 

Not all ads are dominated by the 
remodeling packages or the free serv- 
ices as the one illustrated. However, 
every ad will contain at least one 
package remodeling idea. 

Mandel says: “What’s an ad with- 
out a package? Packages build vol- 
ume.” 

Most popular projects are rumpus 
and play rooms. 

Advisory Room. Chandler’s 12’x18’ 
Home Advisory Room is both a 
showroom and the workroom for 
homeowner package selling. 

Walls are finished in three varieties 
of paneling. The ceiling is covered 
with three types of tile. The floor is 
covered with the yard’s best-selling 
asphalt tile. Seven kinds of wood 
moldings are “built-in.” Shutters are 
installed in one window. 

Even the desks are materials sam- 
ples. They are made of %4” plywood 
covered with plastic laminate. One 
wall holds three medicine cabinet 
samples. 

Contractors bring in customers to 
select materials from the room. In 
return, Chandler’s recommend these 
contractors to homeowners. 


ADD-ON OF FAMILY ROOM in North 
Hollywood is typical sale that resulted 
from Chandler newspaper ad. Labor 
done by contractor suggested by the 


dealer. Materials package sale: $650. 


“We're not in the contracting busi- 
ness; we’re in the merchandising busi- 
ness. We sell the jobs, our contractor 
friends do the labor,” Mandel ex- 
plained. 

Three retail salesmen and Mandel 
have desks in the Advisory Room. 
Lou DeRose is the key package man; 


he completes most major remodeling’ 


contracts. Darwin Heinz is both drafts- 
man and salesman. Jim Brown is the 
apprentice salesman. 

Self-service. In addition to ‘“do-it- 


$2,000 ADD-ON job by an owner- 
builder in Panorama City, Calif., also 
came to Chandler's as result of news- 
paper advertising. 


for-you” sales, the Van Nuys lumber- 
yard sells lumber and hardware on a 
self-service basis. Signs direct cus- 
tomers to specific product depart- 
ments; other signs describe each de- 
partment and each store item is price- 
marked. 

With most handymen waiting on 
themselves for take-with items, the 
retail staff can devote most of its time 
to big-ticket modernization sales— 
and giving the well-advertised “free 
services.” 








TRIM PRODUCTION COSTS... 


Give better cut-to-size service 


WITH A 


BENNETT 2-WAY PANEL SAW 








Cross cuts 


Both cross cuts and rip cuts 
can be made without re- 
moving panel from ma- 
chine. One man can handle 
a 4 x 12’ panel! 








RICHARD C. BENNETT MFG. CO. 
Box 339 
LACEYVILLE, PENNSYLVANIA 


TRADE 


WRITE FOR 
LITERATURE 


Rip cuts 


Cross cuts or rips panels of 
© TILEBOARD © PLASTICS AND 
© HARDBOARD PLASTIC 
@ PLYWOOD LAMINATES 
© ALUMINUM 
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Trade Mark 


Registered 





DOUGLAS FIR 


PONDEROSA PINE— SUGAR PINE 


WHITE FIR 


INCENSE CEDAR 
Annual Production 56 Million 


High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA 
Sales Office at Susanville, California 


ANDERSON, CALIFORNIA 
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G VARA 
PLYSCOAD Ft 


You'll sell more of this premium sheathing — made by 
Georgia-Pacific— because it can be stored outdoors with- 
out regard to weather conditions. It’s guaranteed against 
delamination and mold up to one year*—eliminates stor- 
age problems, piece-meal deliveries, other costly con- 
struction delays. Builders use this superior plywood for 


orgia-Pacific guarantees G-P Premium Sheathing against delamination and mold for 12 months when stored outdoors off the ground, tarpaulin-cov 


all sheathing applications—wail sheathing, roof decking, 
subflooring, etc.—saves time, speeds work in any weather 
—at cost of only pennies a panel more. All standard 
sizes—5 thicknesses. Edge-sealed panels; steel-strapped 
bundles, 25” high, for easy handling. Georgia-Pacific 
Corp., Dept. ALBP 959, Equitable Bidg., Portland 4, Ore. 


ered; or for 6 months, unce-vered 


Remember, men - 


It's Georgia-Pacific 








premium sheathing 


that carries a 


written guarantee! 
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"You Don't Have to Be a Big 
Shot to Get Big Industrial Orders” 


—so say the Slaughters of Dallas, veteran dealers who supply some of 
largest buildings in Texas, Missouri, Illinois and New York 


Here they tell how 
small dealers can get 
this big business. 





FAMILY MANAGEMENT TEAM. Lee R. Slaughter, center, flanked 
by sons Lee R. Slaughter, Jr. and Howard Slaughter. 


OU don’t have to be a big-time operator to sell com- 

mercial and industrial accounts, according to Lee 
R. Slaughter, Jr., sales manager of the wholesale and 
retail lumber firm which bears his name in Dallas, Tex. 

But you do have to know lumber thoroughly, keep 
constantly abreast of the latest technical and new product 
developments and have an expert grasp of your customer’s 
needs. 

Although he entered business with his father less than 
six years ago, Lee Slaughter, Jr., speaks from experience. 
The Lee R. Slaughter Lumber Co. is one of the biggest op- 
erators in the commercial-industrial field in the country. 
It sells lumber and other heavy construction building ma- 
terials as far away as Missouri, New York state and IIli- 
nois. Not long ago, it was even asked to quote on a big 
lumber shipment to Saudi Arabia. 

A few weeks ago a special section of the Dallas news- 
papers carried a Lee R. Slaughter Lumber Co. display ad 
and news story describing the role played by the firm in 
supplying 3 million board feet of lumber for the fabu- 
lous Southland Center, a city-block-square development 
embracing the 600-room Sheraton Dallas Hotel and the 
42-story Southland Life Tower. It was the largest single 
lumber order ever sold on a single project in Dallas. 

Well, you may ask, how does a small-town or city 
dealer fit into this picture? Time and again, Slaughter 
says, his firm has sold lumber right under the noses of 
nearby dealers qualified in terms of available material to 
handle the order. 





DISPLAY AD ran in 24-page supplement of Dallas Morning How did this happen? 

News describing multi-millon dollar Southland Center. “We just try and get up earlier than anyone else,” 
Other big projects for which Slaughter furnished lumber smiles Slaughter. This is only part of the answer, of 
were listed. Radio spots were also used at this time. course. 
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DALLAS SKYLINE is dotted with big buildings for which the 
Lee R. Slaughter Lumber Co. has furnished framing lumber. 
The $35,000,000 Southland Center opened last spring used 
3,000,000 board feet of Slaughter-supplied lumber, a record 
for any single Dallas project. 


First of all, Slaughter tries to keep on top of fast- 
breaking construction developments, wherever they are. 
For instance, his Dodge Reports subscription covers not 
only Dallas, but northeast Texas. He is constantly on 
the lookout for construction projects anywhere. Dallas- 
based contractors have made it easier for Slaughter to 
land some out-of-city projects, but merely following 
through on obvious leads has led to some good sales to 
distant builders, too. 

For example, a 4¢ first-class letter to a Kansas City 
contractor on a Dallas sewer pipe project, telling him that 
Slaughter had the required material and would like to 
bid, finally led to a $20,000 sale. 

“Some of the small yards could pick up a lot of busi- 
ness if they wanted to get out and bid,” believes Slaughter. 
“Builders will buy from anyone with a good reputation.” 

Reputation counts. That word reputation can’t be over- 
emphasized, declares Slaughter. It has brought his firm 
many jobs. Reputation is based on a lot of things: know- 
ing the product; knowing what the customer needs, better 
than he does; having the right material available; on- 
time deliveries; learning the big builders’ construction jar- 
gon. 

“You’ve got to know construction terms in the heavy 
construction field,” explains Slaughter. “For example, we 
know when a contractor asks for a ‘whaler’, he needs 
long 2x4’s—it takes two of these to support the back of a 
form to keep panels together.” 

There are other important differences in selling residen- 


tial and heavy construction builders, Slaughter points 
out. “Deliveries must be closely timed. When forming lum- 
ber isn’t ready, the job is halted. This time element and 
reputation for prompt deliveries has enabled us to get a 
lot of business on which we're not low bidder. We've 
never defaulted on any contract, although some have cost 
us money. 

“We go all out to give unusual service,” adds Slaugh- 
ter. “For instance to meet the unusual needs of one cus- 
tomer, we once made lumber shipments from 1 a.m. to 
4 a.m. In one case of emergency, we shipped out lum- 
ber all day Sunday so that a produce firm, destroyed by 
fire, could resume operation on Monday morning. 

“We've picked up a lot of accounts by being willing to 
get up and go when other yards stay in bed. And | 
don’t mean we're the only yard out humping.” 

Technical data. Slaughter has established a reputation 
for having such a complete file of technical data that 
engineers working for contractors sometimes call for 
help. 

Slaughter maintains a complete file of technical data 
from individual lumber manufacturer associations. On 
hand are the grading rules of the Western Pine Associa- 
tion, the Southern Pine Association, the West Coast Lum- 
bermen’s Association and the California Redwood Asso- 
ciation; the “Short Course in Grading” published by the 
Southern Pine Inspection Bureau. 

“We're on every mailing list to get buying guides and 
whatever new literature is available from the associations,” 
adds Slaughter. “We belong to every association we can. 
They’ve helped us and when we get new ideas, we shoot 
em in to them.” 

Case-in-point. Another example of wide-awake fol- 

(continued on page 46) 





BRIDGES AND OVERPASSES for super-highways are big users 
of Slaughter lumber for concrete-forming purposes. 





BRANCH OFFICE of Dallas Federal Savings & Loan Association 
took about 35,000 board feet of Slaughter-furnished lumber. 
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SMALLER OFFICE BUILDING on which Slaughter supplied lumber. This order 


totaled about $1,500. 





LEE R. SLAUGHTER, JR., left, confers with 
U. E. Busby, general superintendent, J. E. 
Morgan & Sons, Dallas, at job site. 


LUMBER IS STRAPPED and delivered to the job site, usually direct from the 


mill, in packages. 


THESE CONCRETE FORMS, fabricated on-site from plywood and lumber sup- 
plied by Lee. R. Slaughter Lumber Co., are being used by Texas Instrument 


Co., in multi-million dollar project. 


lowup gave Slaughter a good jumber and plywood sale 
on a school job in Tyler, 65 miles away. An Athens 
builder had the general contract. Slaughter wrote that he 
would be glad to supply his lumber and plywood needs 
and won the job. 

The Dallas firm is very interested in any job requiring 
forming concrete, especially reinforced concrete  struc- 
tures. Bridge work, for example, takes a lot of lumber 
—mainly yellow pine 2x4’s, 2x6’s, 4x4’s and 4x6’s, plus 
Plyform. Some contractors use #2 center match for 
forming operations and around 100 loads were shipped 
on the new Love Field Air Terminal, Dallas. 

Slaughter is also working hard to build up yard sales 
to carry some of the overhead and give the bigger out- 
side jobs a better profit margin. Howard Slaughter, 
Lee’s brother and credit manager, is working on this angle 
with calls on firms which require building materials for 
maintenance work. Special calls are made on trucking 
lines, which use crating lumber. 

“Most of these firms are interested in service and qual- 
ity and once you've established yourself, they are less likely 
to quibble over price than some other buyers,” explains 
Slaughter. 

Many Dallas yards stock several times the lumber inven- 
tory found at Slaughter’s. One reason is the fast pickup 


JUMBO CALENDAR distributed by 
Slaughter permits extended daily nota- 
tions by superintendent Busby, who has 
it posted inside construction shack. 


service at the yellow pine mills by Slaughter’s two road 
trucks and three trailers. Two and three-day mill-to-job 
shipments are common. In addition, Slaughter has three 
stake-body trucks for close-in deliveries. 

The firm sells plywood in carload lots and directly 
from the yard. It is one of the largest dealers in Ply- 
form used for forming concrete walls and slabs. 

Sells himself. Slaughter himself frequently visits jobs 
underway to find out how his lumber is being used. He 
talks with the job superintendent, who soon becomes 
aware that Slaughter is vitally interested in his job. 
More than once, Slaughter has supplied a_ builder’s 
need for a construction superintendent, only possible be- 
cause of his wide acquaintanceship in the field. 

Out on the job, Slaughter carries a variety of sales 
tools—always a big supply of scratch pads which build- 
ing superintendents like, along with pencils and lumber 
calculators and a big diary-type wall calendar that superin- 
tendents use to jot down vital information about each day’s 
operation: weather, yards of concrete poured under what 
conditions, etc. One contractor gets 35 of these calendars. 
Slaughter also tries to carry technical information to enable 
him to solve a customer’s problem on stress rating for a 
particular grade, size of unusual patterns, etc. 

A profitable bonus sale on the big industrial projects 
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ON THE WAY to 
visit job  super- 
intendent, Lee 
Slaughter always 
carries attache 
filled with 


case 
scratch pads, tech- 
nical data and 
other information 


contractors need. 





are the followup jobs above the original contract that 
are sold out of the yard at regular yard prices. 


“This windup business is amazingly large sometimes,” 
says Slaughter. 

In addition, Slaughter generally sells all the subs on 
the job—tool boxes, construction shacks and other 
small, but highly-profitable sales. 


Among the free services advertised by Lee R. Slaught- 
er Lumber Co. are these: 


* Recommends architects, general contractors and sub- 
contractors to handle building needs for a commercial 
or industrial building. 


¢ Survey your crating procedures to reduce your crating 
lumber costs. 


* Use of firm’s library of technical information on lumber 
for commercial and industrial uses. 


* Price out customers’ lumber list, regardless of size or 
location of the job. 


With a reservoir of technical knowledge, quality ma- 
terials and unmatched service, backed by an enviable 
reputation, the Lee R. Slaughter Lumber Co. makes it- 
self felt whenever it bids on a heavy construction project. 
And they are convinced that any hard-working dealer can 
do the same. 





WHY DEALERS CAN TAP BIG JOBS 


Lumber dealers will have a greater chance of selling 
materials for industrial-type structures in the future. 

One trend in favor of the typical lumberyard was 
pointed out recently by Leonard C. Yaseen, of the Fantus 
Factory-Locating Service of New York and Chicago. He 
explained that 94% of all new industrial plants in the 
postwar period have been built in areas with less than 
50,000 population. This pattern will continue. 

Another point in favor of the local building materials 
retailer is the possible swing to high-rise apartments in 
housing tracts, suggested by leading architects in a com- 
petition sponsored by Mastic Tile Corp. The architects 
said that increasing land costs will make it necessary for 
both high-rise and garden-type apartments to be built in 
suburban tracts. Dealers who supply individual homes 
will thus be in a position to also supply materials for 
the larger buildings. 
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GLIDRAULIC 


PATENT PENDING 











Now for the first 
time you can offer 
your customers a top quality, 
precision-built, trouble-free hydraulic 
closer for their storm and screen doors. A 
hydraulic closer that is guaranteed for 15 years. A 
hydraulic closer that has more outstanding operating 
and sales features than any other closer. 


OUTSTANDING SALES FEATURES 


© Double latching power 
© Double Wind Resistance 
© Easily Installed 


@ 15-Year Guarantee 
@ No Bounce—Glides Closed 
© No Adjusting 





SPECIAL OFFER 


We will send you one FREE Illinois Glidraulic and pay 
you $2.00 cash for installing it on your storm and 
screen door, or if you prefer, we will send you FREE an 
X104 mounted operating display sample. 

Here’s all you do! Order 12 Illinois Glidraulics and 
return the certificate in the carton to Illinois Lock Co., 
800 S. Ada St., Chicago, Illinois and we will return $5.97 
to cover your cost of closer and installation, or the 
FREE demonstrating sample. 


Order Glidraulics from your jobber today! 











The Illinois Lock Co. 


803 S. Ada Street, Chicago, Illinois 
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DOORS AND WINDOWS are usual entry for burglars into the 
lumberyard and office. They'll come through back doors, front 
doors, basement doors and windows. They'll go to a great deal 








A moscr \ 








of trouble sometimes—such as the Texas burglar who tried to 
pull a safe from a dealer's office by attaching a chain to it 
and a truck outside. 


Thieves Hit Dealers Hard 


Shoplifting hurts and some employes are fast with 
figures, but burglars are the greatest threat. 


Dealers try everything from super-sonic alarms to 
vicious watchdogs to protect their property. 


Thievery—by employes, store cus- 
tomers, contractors and just plain 
burglars—is an ever-present business 
hazard faced by retail lumber dealers. 

In some areas, this hazard is on the 
increase, a nationwide survey of 
American Lumberman reporters in- 
dicates. And contrary to the saying 
that lightning never strikes twice in 
the same place, the same lumber 
dealer is often robbed more than once. 

Hast Lumber Co., Denver, reports 
six breakins in the past four years. 
The loss was restricted to tools. In 
one case the burglars tried to open 
the safe with new tools. Ruined the 
tools,. of course. St. Paul’s Handi- 
Lumber Mart was burglarized once 
this year and three times in one month 
about three years ago. Bill Seward, 
Badley Lumber Co., Lubbock, Tex., 
reports four burglaries this year. 
Thieves came through the windows, 
later barred, then through the back 
door. 

Clay County Luniber Co., Liberty, 
Mo., has been burglarized three times 
in the past four years, said president 
Roger Lee. Entry in each instance 
was through a basement door, after a 
window had been broken and bolts 
removed. Tools, paint and hardware 
—usually $40-$50 worth—were taken 
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each time. Yard materials are pretty 
well locked up except framing lum- 
ber, drain tile, shingles, etc. Police 
patrolling the area have several times 
caught thieves tossing drain tile over 
the fence. 

Another Texas dealer, C. R. Brat- 
ton, manager, Morrison Lumber & 
Hardware Co., Greens Bayou, has 
found that carrying a sporting goods 
line is a special hazard. His store has 
been looted twice, the major loss be- 
ing in guns. 

“We have one or two burglaries 
each year in our yards,” said J. E. 
Kammath, vice-president and general 
manager, Joyce Lumber Co., Omaha. 
“These are lessons to our managers to 
use night depositories at the banks.” 

How thieves enter. Thieves gain 
entrance in many cases just by break- 
ing a window. This has led many 
dealers to bar their most vulnerable 
windows, although it may create an 
eye sore. 

Logan Lumber Co., Denver, had 
three breakins in their stores, accord- 
ing to Paul Smith, general manager. 

“Since then,” Smith added, “we have 
barred the windows and installed a 
lock on our door that cannot be 
opened from the inside, except by 
key, after it is locked. Previously, they 


would break the window glass and 
reach for the inside knob and open 
the door.” 

A burglar, who turned out to be a 
mental case, had a unique idea for 
robbing the Donaldson Lumber Co., 
Houston, Tex. After prying a bar off 
the office window, he took a chain 
from a truck, looped it around the 
safe door and tried to use the truck’s 
towing power to pull the safe’s door 
off. Two legs of the safe went through 
the office floor, doing more dam- 
age than thievery. Manager Bob Zieg- 
ler has since installed a Willmark 
shopping system, also a burglar alarm. 

Shoplifting problem. Two Seattle 
dealers, Copeland Lumber Co. and 
Central Lumber and Supply, listed 
shop lifting as a problem. Central 
Lumber reported their main loss as 
tools. 

“I don’t know how this can be 


A MONGREL DOG in the yard at night 
is one way dealers protect property. 
Two hound dogs have kept one Houston 
yard safe. 
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solved unless you put in more clerks 
and that’s hardly worthwhile, because 
shoplifting is easy when you have a 
lot of customers,” commented man- 
ager K. M. Slingsby, Central Lumber 
& Supply. 

Howland Boyer, president, Boyer 
Lumber Co., Omaha, also agreed that 
shoplifting is up some in the last two 
years. 

“Lumberyards are good targets for 
burglars because there’s hardly any- 
one. around at night,” he observed. 

The best way to prevent shoplifting, 
believes Mrs. Florence Barnes, Gillon 
Lumber Co., San Francisco, is to 
have enough personnel to wait on 
every customer as soon as he enters. 

“I’m sure we've lost a fair amount 
of material from customers loading 
themselves. Oftentimes, we know from 
past experience those customers who 
have light fingers and we keep a close 
watch on them.” 

Preventing theft from the yard is 
almost impossible, dealers agree. A 
Cincinnati dealer said his firm had 
had several instances in which con- 
tractors had “overloaded materials.” 
His firm now uses an employe checker 
on each order. The checker must sub- 
mit a release ticket to the yard fore- 
man before any truck can leave the 
yard. 

The condition of inventories and 
changes in stock makes it almost im- 
possible to check small losses, said 
D. H. Fickling, owner, Fickling Lum- 
ber Co., Long Beach, Calif. He said 
losses could run around $2,000 a 
year without creating much notice. 
One man was discovered taking away 
18 sheets of plywood one Sunday 
afternoon. 

Vandalism is still another problem. 
This is tied to on-site job thefts. Lloyd 
Hendrix, partner, L. L. Hendrix 
Lumber Co., Lubbock, Tex., said win- 
dow breaking, screen cutting and 
stealing door locks by juvenile de- 
linquents had caused them consider- 
able trouble. Locking up everything 
possible and strapping job-delivered 
materials is standard operating pro- 
cedure by careful dealers. 

There has been so much thievery 
from job sites around the Kansas City 
area that all valuable loose material 
is picked up and trucked back to the 
yard on Friday nights on jobs sup- 
plied by Clay County Lumber Co., 
Liberty, Mo. Materials is left on the 
truck over the week end and hauled 
back on Monday morning. Thieves 
hesitate to break lumber and other 
materials that are steel-strapped and 
material is almost nil from these bun- 
dles, said manager Roger Lee. 

Protecting your property. Dealers 
said they are using everything from 
police dogs to special watchmen to 
protect their property. Drazen Lumber 
Co., North Haven, Conn., uses a 
super-sonic burglar alarm. A sound 
wave created by anyone walking 
across the sales floor is sufficient to 
set off the alarm. 

Flood-lighting the store and yard 


is one of the cheapest forms of pro- 
tection. “We just leave the lights on 
all night,” said Norbert Hellman, 
partner, Hellman Lumber Co., Cov- 
ington, Ky. 

Wm. Urich, manager, Frank B. 
Connet Lumber Co., Kansas City, 
Kan., also believes that numerous 
bright lights at strategic points have 
discouraged thievery in his yard. How- 
ever, it also subscribes to a merchant 
police service, which checks the yard 
several times nightly on an irregular 
schedule. 

An alarm system connected with 
the district telegraph office is used by 


J. P. Doppes Sons, Cincinnati. 

Barred windows were not sufficient 
to keep one burglar from entering the 
premises of the Stockton (Calif.) 
Lumber Co. He squeezed between 6” 
steel bars and escaped with a small 
amount of cash. 

Private watchmen or night patrols 
are used by many dealers. Although 
they have regular protection, execu- 
tives of the Reno Lumber Sales, Lub- 
bock, make it a practice to check 
their place of business over the week 
end. 

Sometimes a night watchman isn’t 

(Continued on page 58) 











“Profits increased the day I began to feature Pratt & 


Lambert quality wood finishes. 


“What a line it is! Handsomest colors in P&L Oil Stain. 
Clarity and durability in “38” Pale Trim Varnish. Versatility 
in famous “61” Floor Varnish. They enhance the beauty of 
every species of fine woods. The new P&L wood finishes folder 
makes it easy to sell even the most particular customer.” 


If you’re looking for increased profits, do you realize the 
potential there is in fine wood finishes? Better see your P&L 
man! Or write Pratt & Lambert-Inc., 75 
Tonawanda St., Buffalo 7, N. Y. In Canada: 

254 Courtwright St., Fort Erie, Ontario. 


PRATT & LAMBERT-INC. 











A Dependable Name in Paint Since 1849 
NEW YORK ¢ BUFFALO + CHICAGO + FORT ERIE, ONTARIO 
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Ritzaip, 


No. E-110 Offset 
Hex Wrench 





Maximum jaw open- 
ing across flats, 2%”’ 
..- handles up through 
12”" drain nuts. 


Your customers need this Extra- 
wide Jaw Opening and Short Handle 
for easy sink repair! 


Here’s a real time saver. This latest addition to 
the RIT0D Hex Wrench line is especially 
designed with an extra-large opening offset 
jaw that gives easy-on, non-slip grip on sink 
and tub drain nuts... all other hard-to-get-at 
nuts and fittings. Thin, smooth jaws slip into 
tightest places . . . won’t mar highest chrome 
finish. Short handle makes work easy in close 
quarters. Multi-sided grip allows extra leverage 

. . no more rounded nut shoulders or bruised 
knuckles. 

Famous heavy-duty RIGA0D construction. 
Alloy malleable housing guaranteed against 
warping or breaking. Comfort-grip handle has 
handy hang-up hole. 


Cash In on big customer need...order these new RIZAID 
No. E-110 Hex Wrenches from your Wholesaler today! 
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Warehouse Parade 


SLIDING DOORS provide weather protection in dealer's unique 
plywood enclosure. Catwalk in movable sections enable yard- 
men to take single panels from high levels. 


Free Space for Plywood 


On End of Sheds 


To handle increased demand for fir plywood, J. T. & 
L. E. Eliason, New Castle, Del., added a storage rack 
to the end of one of its lumber sheds. 

This served not only to reduce handling—it exposed 
the plywood to customers walking around the yard, with 
the result that sales increased still more. A similar addi- 
tion was recently started on another lumber shed. 

“This rack permits us to store fir plywood independent 
of other lumber,” said Irwin Duncan, merchandise man- 
ager. “It permits our customers to see this product. As a 
result, our fir plywood sales have gone up while our 
handling costs have gone down.” 

The addition extends across the closed end of the shed 
to the open doorway, a distance of 36 feet. It reaches 
20 feet to the top of the shed, and is 5 feet deep to ac- 
commodate 4’ panel widths. 

Four sliding doors are at the front so that any section 
of the addition can be opened. Plywood panels are 
stacked with a fork lift, and each load rests on 2x4 cross 
members. 

A movable catwalk has been built across the addition 
so that a yardman can remove individual sheets from the 
higher levels as required. When a new load of plywood 
is to be stocked on a high level, the catwalk is removed 
so the forklift can work in close. The catwalk is in sec- 
tions so that only the section where the plywood is to be 
stocked needs to be removed. 


pte. 


FORK LIFT works 
over or under cat- 
walk in end-stor- 
age unit that has 
helped increase 
plywood sales. 
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Yard COST-SAVERS 


Island Shed for Fork Lift Use 


It’s easy to move asphalt shingles in and out of this 
island shed at Ward Lumber Co., West Chicago, Ill. The 
6’x24’ shed, 14’ high, holds 36 pallets, worked from both 
front and back by fork lift trucks. 


The structure rests on a 4” reinforced concrete slab. 
Base plates are bolted to it. No special footings were 
needed. Slope of the roof was obtained by ripping 2x12’s 
on an angle. Stressed skin bracing of plywood at each 
ends gives stability. 


Move It To Where You Want 


Above you see Bob Bradfield helping George Zimmer- 
man, a yardman, relocate a portable shelter that provides 
handy and economical protection for gypsum board and 
plywood at the Bradfield yard in Boulder, Colo. 


Three pallet loads with fifty 4x12 sheets each can be 
stocked in the shelter. Asphalt building paper is used to 
cover the front. The structure is loaned to contractors 
for site stockpiling. It was built for $52, including labor. 





OSMOSE” 
FIELD SERVICE 


Service... anywhere in the USA... is the byword 
at OSMOSE! If you are a lumber dealer interested 
in the growing market for decay and termite resist- 
ant lumber, contact your nearest OSMOSE pressure 
treating plant or the Buffalo, N. Y., office. A trained 
OSMOSE sales engineer will assist you in selling 
your present accounts, or new wood preservative 
business you wish to develop. By filling your orders 
with OSMOSE treated lumber, you are assuring 
your customers of permanent, clean, paintable, rot 
and termite repellent wood. 


OSMOSE treatment is in accordance with the 
latest government specifications TT-W-569; 
TT-W-571, and recommended practices of 
American Wood Preserving Assoc. 


For 
more data 
write today. 


WOOD PRESERVING CO. OF AMERICA, INC. 
985 ELLICOTT ST. e BUFFALO 9, N.Y. °@ EL 5905 
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NEW DOCK has capacity of six 50’ boxcars. Fork lift trucks work from dock; trucks work directly from other 


side of cars. 


Yard Converted to Handle Twice as 


Switch to efficient mechanization built around new 
deck for boxcar unloading; pole-frame sheds; lum- 
ber ‘'trees"’ for order picking. 


HETHER to mechanize or to 

increase workmen and capital 
investments in new trucks was a prob- 
lem faced recently by Amsden Lum- 
ber Co., Wichita, Kans. Mechaniza- 
tion was chosen, with the result that 
with the addition of one 6-ton capa- 
city Hyster fork lift truck, the yard 
now serves 50% more customers with 
the same number of trucks. There 
has been no reduction in working 
force. 

“Two men and a fork lift can un- 
load a carload of dimension ply- 
wood in 40 minutes where before it 
would take a truck and three men 
about a day and a half,” owner Floyd 
Amsden said. 

“Our main problem was _ whether 
to lower or raise the railroad tracks,” 
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he explained. “We relocated the track, 
lengthened it and raised it slightly so 
that trucks would have easy access 
to one side. Then we made a ramp 
and dock of earth and rock fill on 
the other side, which allows the fork 
lift to drive right into the cars.” 

The ramp and dock has a concrete 
retaining wall with wide steel angle 
iron on the top edge next to the 
doors of the boxcars. The dock meas- 
ures 300’x30’ and was built for $6,500. 

Sheds and trees. Other elements of 
the new layout are two steel pole 
sheds, 50’x140’ and 50’x100’. These 
sheds help dry the lumber and they 
are easily accessible to fork lifts, 
Amsden said. They were built at an 
average cost of $1.75 per square foot. 
With the erection of two steel lumber 


“trees” the yard was ready for in- 
creased business. 

Upon receipt of an order, a fork lift 
operator picks materials from _ the 
storage sheds, places them on the 
roofed lumber trees. Then he may as- 
semble other orders. 

Customers drive their trucks direct- 
ly to the order-assembly trees for 
quick loading. The same system ap- 
plies to the dealer's own delivery 
trucks. 

“It used to be that we figured 50% 
of our time to load a truck and 50% 
to deliver,’ Amsden said. “Now we 
figure 20% for loading and 80% for 
delivering.” 

Unit-loads. “Bundling lumber is a 
‘must’ for efficient mechanization,” 
Amsden said. The firm worked out 
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WIRE STRAPPING, tightened by jack, 
allows dealer to haul loads into sheds 
in unitized packages. Package sizes used 
by dealer are listed in article below. 


OPEN-FRONT SHED provides adequate storage for lumber packages. 


Many Customers With Same Work Force 


its own unit-load system. “The Mc- 
Cracken modular lumber system is 
fine for selling, but we found it not so 
economical for storing,” Amsden said. 
Wire (.09 gauge) is used for strapping. 
Here is the way the company packages 
its lumber: 

2x4s 
2x4s 
2x6s 
2x8s 
2x10s 
2x12s 
4x4s 


240 pieces/ bundle 
120 pieces/ bundle 
96 pieces/ bundle 
60 pieces/ bundle 
50 pieces/ bundle 
10’&longer 40 pieces/bundle 
10’&longer 60 pieces/bundle 
(Other stocks not bundled) 

Here is the unloading sequence: 

1. Lumber unloaded from car by 
hand. 

2. Placed on low racks. 

3. Wire placed around each end of 
bundle, tightened and automatically 
tied by wire jack. 

4. Fork lift removes 
storage sheds. 

Shingle stocks are palletized for 
easy fork lift operations. 

Amsden said that the question of 
whether to mechanize does not exist 


10’ & longer 
10’ & longer 
10’ & longer 


bundle to 


unless your volume is sufficient to 
keep equipment working. “Idle equip- 
ment becomes a heavy liability,” he 
warned. 

The Wichita dealer also said that 
for the maximum efficiency from 
equipment, yards should be weil sur- 
faced and level but still allow quick 
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draining of surface water. 

Amsden maintains retail yards in 
Wichita and in Blackwell, Okla. He 
also operates a growing wholesale 
business. Equipment for the wholesale 
end includes two large semic-trailer 
trucks which haul lumber from Colo- 
rado, Utah, New Mexico and Arizona. 


A STEEL “‘TREE”’ at 
Amsden Lumber 
Co., Wichita, 
serves as order- 
assembly point. 
Dealer's packages 
fit into the tree 
for quick pickup 
by delivery trucks. 





GATEWAY TO 
BIGGER SALES IN ‘60 





Here's what pute the “MEAT” cw the Meeting! 


Eight Management Programs on— 
® Dealer Building, Land Control ® Financing—Long Term Mortgages 
@ Improving Customer Relations ® Financing—Short Term Credit 
® Sales-building Promotions © Employee Training—Made Easy! 


© Kitchen and Home Improvement © Labor Relations—New NRLDA 
Merchandising Dealer Service 


Plusr—a dramatization on the industry's distribution problems. . . 


Plio—ACTION! 


® Materials Handling Demonstrations—indoors and out 
Package Home Remodeling for Big-Ticket Business 
Bright, New Concept in Model Homes—by Lu-Re-Co 
Component ‘‘House-in-a-Day""—by Heritage Homes 





Headquarters — 


Sheraten-Cleveland mm i te » SEND FOR ADVANCE REGISTRATION FORMS TODAY 


Hotel ‘ “ee : iia cai ala, faame elias “mae at —— ow oe ee oe et ee oe 
Robert J. McCutchan, Dealer Attendance Chairman 

NRLDA EXPOSITION, 302 Ring Bidg., Washington 6, D.C. 
Please Send: [_] Hotel Reservation Forms 


[_] Exposition Registration Forms 


Exhibits — 
Cleveland Public Auditorium 











Name ideo ES SIS 





Firm 


PII di tninetssiciecittititnlemoee ssa hse site A ai etal 


Narionat Retan Lumser Deaters Association | <i, dials 
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“MILLWORK” at Stitely Lumber Co. includes laminated arch and fine woods as shown 
above in dealer-supplied church. Pews and alter also made in dealer's millwork shop. 





Craftsmanship is Key to 
More Millwork Sales 


A dealer speaks up for the merchandising power 
of quality millwork. From millwork this yard will 
go into Lu-Re-Co component fabrication. 


By James H. Stitely, 
Owner-Operator 
Stitely Lumber Co., 
Irwin, Penna. 


I sincerely believe that top mill- 
work sells more homes in the field 
than any other single lumber item a 
dealer can offer. 

We have been doing all of our own 
millwork for many years and though 
we do not always sell the complete 
package, I figure we're better off. 
There’s much more profit in mer- 
chandising the trim package than in 
writing the order for the rough lum- 
ber. 

We keep four competent men busy 
in our trim department turning out 
millwork of high quality to please the 
fastidious tastes of today’s home- 
buyers. 

Custom service. Key to our selling 
is giving customers items they can’t 
possibly locate elsewhere. Give them 
something a little better, crafted with 
expert workmanship and you've got 
your buyer bagged. 

A great many times we lost the 
house until we got to the cabinets. 
Then we get the cabinet job, because 
we have the most outstanding reputa- 
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tion for fine cabinet work in the en- 
tire area. 

And when the customer buys cabi- 
nets, the housewife wants other items 
to match them and we're kept on the 
job longer. 

We are making a nice profit in 
this field because too many lumber 
dealers are just lumber salesmen in- 
stead of craftsmen. When they have 

(continued on page 56) 








STAIRCASE made and sold by Stitely 
Lumber ran around $2,400. 


ARE YOU 





SELLING 





BOARDS OR 





BASEMENT 





REMODELING? 





















Lumber prices, high or low, 
mean little to homeowners. 
They’re far more interested in 
the down payment and monthly 
payments required to get more 
living, sleeping or recreation 
space ... in learning how to 
plan it attractively and econom- 
ically. 

To sell this market, try the 
magazine designed exclusively 
for lumber dealer use in attract- 
ing home modernization busi- 
ness, HOME Maintenance & 
Improvement. You'll see in every 
article, on every page, a means 
of stimulating more store traffic 
and more “big ticket” improve- 
ment sales. 

Find out more about this com- 
plete advertising program for 
dealers, published by American 
Lumberman . . . you'll be agree- 
ably surprised at the response 
you get, and at a cost of only 
60¢ per year per 
name. Sample 
copy and com- 
plete details on 
request. 


HOME 


Maintenance and 
Improvement 
Service Manager, Room 503 


59 E. Monroe St., Chicago 3, Ill. 


Send us complete information, with- 
out obligation, on your direct mail 
advertising program for lumber 
dealers. 


Company 
Street 
City, zone, state 


By__— 
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CRAFTSMANSHIP 
(begins on page 55) 





to set up cabinets in a kitchen, they 
call in a kitchen man. We don’t. We 
build them ourselves and make that 
profit that the lumber boys are pay- 
ing to kitchen mechanics. 

Except for project homes, we lost 
the cabinet work on very few houses. 
These buyers are looking for price 
and we won't sell on price alone! Our 
work is sold on service and quality. 

Variety of jobs. Today we are sell- 
ing mostly ozk kitchens. In our esti- 
mation, that is the finest wood for the 
modern home. Birch flush doors are 
our biggest seller. We only make win- 
dows when they can’t be bought. 

To give you some idea of our ex- 
pert product, we are turning out a 
quantity of pew and altar work for 
churches. In one week, we assembled 
a laminated arch for the Murrysville 
Methodist Church that required a 
trailer truck for hauling. 

We are called in for many special 
jobs, too. One fellow wanted a door 
42” wide—a Williamsburg reproduc- 
tion. The lock alone cost $147; the 
key was made of iron, 6” long. 

On finished staircases, we do a great 


deal of fancy scroll work that al- 
ways makes a hit. For one customer, 
we built a bookcase with a sliding 
door to conceal a silver storage. 

Anything in specialty millwork is 
our meat from a game room in the 
basement to a finished attic. 

We're just getting into prefinished 
paneling, plywoods and knotty pine. 
These woods are finished off with a 
medium-rubbed effect. We are mak- 
ing honeytone and fruitwood finishes. 
All our cabinet finishes are sprayed 
on; we don’t rub them first. This gives 
a non-bubbly finish. 

Special equipment. One customer, 
who wanted to panel her walls, came 
to see us because a neighbor sug- 
gested she ought to see Stitely be- 
cause of the finish we could give her. 

When the sale wound up, we had 
sold her 32 pieces of 4x8 mahogany 
paneling, plus finishes to go with it. 
That’s how we go in on a lot of sales. 
We also sold her trim and paint. 

We believe in selling the customer 
industrial finishes to let them do the 
job. Naturally, they won’t do quite 
as good a job as we would do at the 
plant because of the difference in 
spray and brush application, but they'll 
have something a heap nicer than 
they can get with commercial finishes. 

DeVilbiss equipment is used 
throughout our trim shop. One spray 


head that cost us $45 has 14 jets and 
it’s just about perfect for the work. 
We have about $3,200 invested in 
equipment. Our DeVilbiss compres- 
sor cost around $840, 

We are getting a Travers spray, 
which will travel back and forth auto- 
matically and release two men to 
work manually. We will be able to 
use all parts of our De Vilbiss with 
this new equipment. Among our other 
machines are a Dewalt radial saw 
and a Davis and Wells shaper. 

Prefab plans. At present, we have 
an extra room, which will be used as 
our drying room where we will roll 
out our paneling. Rilco rafters have 
been used in our prefab room. 

We have just secured our Lu-Re-Co 
license and we plan to start building 
components soon. 

We have always believed in turning 
out a top product, something a little 
better than people can buy elsewhere. 
Customers have beaten a path to our 
door and our shop is always busy. We 
like it this way. 


Alaska Wood Preserving Plant 


PITTSBURGH, PENNA.—Kop- 
pers Company, Inc., has announced it 
will build and operate the first wood 
preserving plant in Alaska, located at 
Whittier. 
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Sell PLATED WASHERS 


<——-~ a 


in Complete ING | Units 


instead of ‘Piece-Meal” a i 


Here’s modern merchandising in staple, 
small-unit merchandise. Save extra 
handling ... build up the sale automat- 
ically. Washers are pre-counted, ma- 
chine-packaged. Only Wrought Washer 
makes KLIP-PAC! All standard sizes, 
3/16” to 5/8” bolt size. 
ORDER FROM YOUR JOBBER. 


WROUGHT WASHER MFG. COMPANY 


The World's Largest Producer of Washers 
2203 SOUTH BAY STREET ° MILWAUKEE 7, WISCONSIN 
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“THE VERY BEST IS 


TEMPLIN ENGINEERED ROOF FRAMING 


TeRuss tOCK 
ding Department Acceptance’ ® 
Available To Architects 
FRANCHISES AVAILABLE 
Jers Supplier: Are you completing the 
549 
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No Special Equipment Required 
WRITE OR PHONE 


TEMPLIN ASSOCIATES, INC 


ero Beach, Florida 
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Powerful Advertising and Sales Aids 
help you sell new Marlite Random Plank 


Consistent advertising in leading national consumer 
magazines such as BETTER HOMES AND GARDENS, FARM 
JourNAL, SUNSET, PoPpuULAR ScIENCE and PopuLaR ME- 
CHANICS is pre-selling your building and remodeling 
prospects. Ads in additional publications reach the archi- 
tect, builder, contractor, businessman in your community. 

Tie in with this powerful program. Put these free sales 


aids to work for you and establish your store as Marlite eo ® 
Random Plank headquarters: 1. Full-color envelope . Mw | t 2 
stuffer 2. Full-color counter display (shown above) =" ar i e 
3. Wall display of actual samples 4. New ad mats and ° ° : 
radio spots 5. Colorful wall banner 6. New color deck. plastic-finished paneling 

Start making money with Random Plank— Marlite’s ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
newest and most exciting product for random-effect walls 


in any room. Call your wholesaler now, or write Marlite 
Division of Masonite Corporation, Dept. 94] Dover, Ohio. 
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THIEVERY 


(begins on page 48) 





the whole answer to protection. At the 
Sutherland Lumber Co., Omaha, 
thieves followed the night watchman 
into the yard and trussed him up be- 
fore taking the safe. The present safe 
is set in concrete. 

Although two or three attempts at 
burglary have been unsuccessful, the 
Deseret Lumber Co., Salt Lake City, 
is discussing what type of burglar 


alarm to install in their new offices 
and retail store, according to Mrs. 
L. W. Lay, president and general 
manager. A night watchman is cur- 
rently employed. 

Three dealers reported watch dogs 
as their best guardians. Leonard 
Hayes, manager, Lea Lumber Co., 
Houston, Tex., lets loose two hound 
dogs on’ the premises at night. 

“It takes a brave man to face these 
two!” declared Hayes, who also uses 
the patrol services of a local detec- 
tive agency to prevent job site losses. 

No thefts have been reported at 
Keystone Lumber & Masons Supply 
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INTERCHANGEABLE 
GAS or ELECTRIC OVENS 


SUMEL-TUDY MEY omen 


DOUBLE 


RANGE TOPS 


36” RANGE TOP 
WITH GRIDDLE 


TENNESSEE 


30” FOUR UNIT 
RANGE TOP _¢ 


16” TWO UNIT 


MATCHING GRIDDLE 
RANGE TOP MODE! 


L 16” UNIT 


STOVE WORKS 


CHATTANOOGA 1, TENNESSEE 
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Since 1879 





EXCHANGE SAWMILLS SaLes Co. 


SOUTHERN and WESTERN WOODS 


Yoncalla Lumber Co. 
Douglas County, Oregon 


1400 R. A. Long Bidg. 
Kansas City 6, Mo. rwx xc-«ss 
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Co., Philadelphia, since “Carlo”, a 
German shepherd, took over a year 
ago. 

Manager Steve Smith, King Lum- 
ber Co., Kansas City, said a “large, 
rather vicious mongrel dog in_ the 
yard every night” apparently helps 
discourage burglary. 

Employes light-fingered. Truck driv- 
ers, according to their employers, ap- 
pear to be the chief culprits in mov- 
ing unpaid-for materials. 

Two firms, one in Philadelphia 
and one in Houston, reported truck 
drivers who used to let themselves in 
the yard after hours and then load up 
and drive off with material. The Phila- 
delphia dealer now has a time lock 
on the main gate through which all 
trucks must pass. Another Texas truck 
driver had the habit of leaving the 
yard with 100 pieces of gypsum board 
and arriving at the job site with 90 
or less. 

After dropping a truck driver two 
years ago, King Lumber Co., Kansas 
City, hasn't had any trouble from 
yard thefts, reported manager Steve 
Smith. A checker in the yard three 
months ago failed to discover any 
leaks of any kind. 

Dealers in the Miami area reported 
considerable trouble with yard help, 
who never stay long in one place. 
One of these yards said they had dis- 
missed employes for ringing up sales 
at less than the actual price and 
pocketing the difference. 


Mirror Detects Shoplifters 

A special convex mirror (26” x 
36”), which can be mounted on an 
adjustable stand or hung from the 
ceiling, enabling a clerk to view the 
entire store area, is being used as a 
successful anti-shoplifting device in 
many stores. 

The 36” reflector gives a viewing 
angle of 160 degrees, equivalent to 
an area duplicated by 144 square feet 
of flat mirror. The mirror is a psycho- 
logical deterrent as well as a device 
for catching shoplifters red-handed, 
maker claims. For source of this de- 
vice write American Lumberm«n, 
59 East Monroe St., Chicago 3, III. 
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FAST SERVICE ON YOUR ORDERS FOR 
MILCOR STEEL ACCESS DOORS! 


A wide selection always ready for 
immediate shipment 


Most complete line. Four types — standard sizes from 
8” x 8” to 24” x 36”. Special and custom sizes also available. 
In demand! Every home needs at least one — larger 
huildings often need hundreds. 

Quality you can stand behind. Heavy-gauge steel — 
can’t warp, crack, shrink, swell, rot, or burn — yet cost less 
installed than doors made of wood. 

Fast shipment. Quickly supplied from stocks carried at 
your nearby Milcor warehouse. 

Include steel access doors on your next order to Milcor. 

By combining LCL shipments of several Milcor items into one 
load, you save money and earn extra profits. 

Write the nearest branch for price list. 


Member of the <b> Ste! Family 

















STYLE “‘K”’. Wings of 
expanded metal pro- 
vide strong plaster 
bond and reinforce- 
ment around perimeter 
of door. 


STYLE “‘L’’ for plas- 
tered walls. Without 
expansion wings. 


STYLE “A”. Recessed 
door for concealed in 
Stallation in acousti- 
cal tile. 


STYLE “M” for ma- 
sonry tile and other 
non-plastered walls, 


INLAND STEEL PRODUCTS COMPANY o0?T. |-4029 WEST BURNHAM STREET, MILWAUKEE 1, WISCONSIN 
WAREHOUSES: BALTIMORE, BUFFALO, CHICAGO, CINCINNATI, CLEVELAND, DETROIT, KANSAS CITY, LOS ANGELES, MILWAUKEE, ST. LOUIS. 
SALES OFFICES: ATLANTA, DALLAS, DENVER, NEW ORLEANS, NEW YORK, ST. PAUL, SAN FRANCISCO. 
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Christmas Cutouts to Boost Your Holiday Sales 


A six-foot Christmas Card which brings personalized 
greetings to the whole neighborhood is the newest member 
of the Christmas paste-on patterns offered to dealers by 
Douglas Fir Plywood Association. Besides the new Christ- 
mas Card, the familiar Santa Claus, Sleigh-Reindeer and 
nativity Scene patterns are offered again this year. All pat- 
terns are printed in four colors on sturdy paper and are ready 
to be glued to panels of %” exterior fir plywood. 

To personalize the Christmas Card, DFPA is providing 
a 104 character alphabet with each pattern so the customer 
can spell out his name on the bottom of the card. Two 
versions of the card are available. Both patterns are 48” x 
70”. After the pattern has been glued to the plywood and 


cut out, a coat of plastic varnish can be applied and the 
figure is ready for display. Many dealers seil the patterns 
already mounted on plywood; others give the patterns away 
with a plywood purchase. 

During the past three years, DFPA has distributed over 
a half-million paste-on holiday patterns. This year, DFPA 
says no orders can be filled after November 30. Patterns are 
available to dealers at 35¢ each, or $3 per dozen, for the 
Christmas Cards, Santa, Sleigh and Reindeer. The complete 
Nativity Scene is $1 per 15-piece set, or $10 per dozen sets. 
Douglas Fir Plywood Association, Dept. AL, 1119 A Street, 
Tacoma 2, Wash. 
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Special Christmas Products & Sales Aids 


Christmas Trees of Aluminum 


Glittering, fireproof aluminum Christ- 
mas trees like the one in photo at left 
now are available in a wide range of sizes. 
Offered in kit form, the trees are made 
of Reynolds aluminum by Star Band Co., 
Portsmouth, Va., and Aluminum Special- 
ty Co., Manitowoc, Wis. 

The trees are ready for easy assembly 
by simply inserting the branches into 
predrilled trunks in a sturdy base. After 
Christmas, they can be disassembled and 
stored for re-use by homemakers year 
after year. The trees suggest new ideas 
in ornamentation and lighting and are 
equally attractive plain or decorated. 
Reynolds Metals Co., Dept. AL, Rich- 
mond 18, Va. 
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Specifications and Market Data 
on Products You Can Sell 


Belt Axe and Sheath 


A new one piece, Neoprene Cushion 
Grip Belt Axe makes an ideal Christmas 
gift for sportsmen, campers, homeown- 
ers, handymen, farmers and contractors. 
It is 124%” long and weighs 1% pounds. 
The head and handle are one single 
piece of solid drop-forged steel, scientif- 
ically hardened and tempered. The shock- 
absorbing Neoprene Grip is comfortable 
to hold, reduces fatigue and will not 
blister hands, maker states. It locks me- 
chanically onto the steel shaft. 

The axe is perfectly balanced with a 
3”, keenly honed hardened cutting edge 
and beveled nail slot. Its full ground 
bright red baked enamel finish makes it 
easy to locate in and out of doors. 

Market data. A genuine leather sheath 
for the axe is optional. The axe and 
sheath are available pre-boxed and 
wrapped for Christmas. The Bridgeport 
Hardware Mfg. Corp., Dept. AL, Sco- 
field Ave., Bridgeport 5, Conn. 
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Two Power Tool Gift Packages 


Skil Corp. announces two new power 
tool gift packages the dealer can use as 
traffic-builders throughout the fall and 
Christmas-buying season. 

The dealer may offer each buyer of 
a Model 514 Jig Saw at the regular price 
of $47.50 a free kit of nine Skil jig saw 
blades. The kit, which regularly sells 
for $7.50, is said to include every blade 
needed for cutting any material. Both 
blade kit and colorful, compact 742” x 9” 
display card (shown in photo at top) are 
packed in carton with each jig saw. 

A second gift pack announced by Skil 
focuses attention on its 6%” Skilsaw 
power saw (shown in photo above), which 
retails at $49.95. In addition to the saw 
itself and a regular combination blade in- 
cluded at this price, the buyer also re- 
ceives free of charge a rip guide plus an 
extra combination blade. The two free 
items ordinarily retail for $5.45. A point- 
of-sale display is included with each gift 
pack. Skil Corp., Dept. AL, 5033 Elston 
Ave., Chicago 30, IIl. 
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A Special Gift for the House 


Safe Padlock and Hardware Co. is of- 
fering a free display box of solid cast 
brass door knockers to build over-the- 
counter sales at Christmastide and all 
year ‘round. In addition to a “Give a Gift 
to Your House” motif, the display fea- 
tures four brass door knockers gleam- 
ing on a rich blue cover. 

The board is self-perpetuating with 
eight more brass door knockers indivi- 
dually boxed and wrapped inside the 
display to make a total of 12 door knock- 
ers. The display stands on its own easel 
and its cover is hinged at the bottom 
for easy access to the knockers inside. 
Safe Padlock and Hardware Co., Dept. 
AL, Lancaster, Penna. 
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For more facts, use 
handy back cover 


Offers Four Christmas Specials 


Disston Div. offers an all-purpose saw 
kit shown in photo above as an ideal 
gift item for the do-it-yourselfer. Regu- 
larly selling for $3.50, the kit has a 
special Christmas price of $2.98. The 
nest of saws may be used for cutting 
wood, metal, plastic or bone. Handle 
may be switched to eight different posi 
tions. 

The maker’s Chieftain rule with a 6’ 
retractable blade has a special Christmas 
price of $1.39. It regularly sells for $1.50. 
Other tools in Disston’s Christmas pro- 
motion are the XR-1 hand saw with a list 
price of $5.95 reduced to $4.95 and the 
Dagger portable electric sabre saw re- 
duced from $54.50 to $49.50. Disston 
Div., H. K. Porter Co., Dept. AL, Unruh 
& Milnor, Tacony, Philadelphia 35, 
Penna. 
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For more new Christmas Products 


& Sales Aids, see next page. 





Build Your Own Train Table 


A train table built with a surface of 
Masonite 4%” Peg-Board enables the 
young owner of a model train, as well 
as his Dad, to have wiring underneath 
and out of sight yet available at any 
point for powering the train and all 
accessories. 

The multi-purpose Peg-Board top is 
a 4’x8’ panel. The wires, strung under- 
neath, are brought through holes closest 
to the accessories’ connections on top 
of the board. Tracks may be fastened 
along any desired route simply by wir- 
ing some of the ties through the holes. 

Dealers who wish to distribute a free 
plan to their customers are asked to 
write for plan No. AE-32S. Included 
are directions for making the sturdy 
table and also putting up a “%” Peg- 
Board panel on the wall for keeping ac- 
cessories for the model train handy. A 
perspective in the plan shows a typical 
train layout including a handy work- 
bench adjacent to it. Masonite Corp., 
Dept. AL, 111 W. Washington St., 
Chicago 2, Il. 
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Develops Four-in-One Gift-Pak 


A new Christmas four-in-one Gift- 
Pak is especially designed to pull store 
traffic. In the attractive Christmas pack- 
age is an Evans push-pull tape plus 
free belt holster and a free Fuller pocket 
screwdriver with clip worth 19¢, all for 
the price of the tape alone. Customers 
get a Christmas bonus with each of the 
four models of Evans Christmas Gift- 
Pak tapes. A gift card is part of the 
holiday package. 

Another Gift-Pak, called Tapes ‘n’ 
Tray, consists of a free crystal smoker's 
tray worth $1.50, a 12’ pocket tape 
worth $2 and a 50’ tape worth $5.50, 
all for a special price of $7.29. Evans 
Rule Co., Dept. AL, 400-416 Trum- 
bull, Elizabeth, N. J. 
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Best-Selling Stanley Tools 


\ 


Stanley Tools Div. has selected 10 
best-selling hand tools that men want 
for Christmas with retail prices ranging 
from $1.98 to $12. One of the 10 tools 
is a new Steelmaster camp axe shown in 
photo above for the outdoor man or the 
boy who likes camping. Offered with 
a sewed leather carrying sheath, the axe 
lists at $7.50. The other gift-tested tools 
include a Steelmaster hammer, Surform 
file and plane, chisel set, block plane, 
woodworkers’ vise, Swirlaway kit, Big 6 
rule and hand drill. 

Stanley Electric Tools Div. has a 
Christmas program for dealers featuring 
five special offers on five of its newest 
products. These include a_ Builders’ 
Saw Kit, Sabre Saw, Orbital Sander, 4” 
Drill and a new power Drill Kit. The 
Stanley Works, Dept. AL, 195 Lake St., 
New Britain, Conn. 
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M-D Introduces Handi-Pegs 


Called M-D Handi-Pegs, a new prod- 
uct consists of a sturdy aluminum 
track and pegs that can be _ installed 
anywhere and used to hang almost any- 
thing. The pegs slide in the track and 
can be set as close or as wide as neces- 
sary to hang objects. M-D Handi-Pegs 
are particularly ideal to keep everything 
neat and handy in the garage, workshop, 
kitchen, closets, as well as in stores and 
offices. 

M-D Handi-Pegs are available in a 
packaged set containing a 4’ length of 
track with holes drilled for attaching 
to studs on 16” or 24” centers. Mounting 
screws are furnished, plus 8 sturdy pegs. 
Extra pegs are available packed four to 
an envelope. M-D Handi-Pegs may be 
obtained in Alacrome or in an anodized 
Albras finish. Retail prices are $2.95 per 
set in Alacrome and $3.95 per set in 
Albras. Extra Handi-Pegs retail at 50¢ 
per set of four: in Alacrome and 60¢ 
per set of four in Albras. Macklanburg- 
Duncan Co., Dept. AL, Box 1197, 
Oklahoma City 1, Okla. 
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Wood-Mosatic 


Monticello Pattern Floor 


Using a basic pattern derived from 
the famous home of Thomas Jefferson 
in Virginia, the Wood-Mosaic Corp. has 
developed and begun national distribu- 
tion of Monticello, a new low-cost ver- 
sion of this luxury floor, made up of 
laminated hardwood block prefinished at 


the factory. The Monticello pattern 
floor can be laid im matched or con- 
trasting woods, with a _ pattern of 
square blocks separated by mitred bands 
or strips. 

Like other Wood-Mosaic floors, Mon- 
ticello can be installed with adhesive 
over concrete or wood subfloors. The 
tongued and grooved block units are 
9” square and %” thick; the double 
mitred bands are 4” x 13” in size. 

An ideal item for sale to home re- 
modelers, the Monticello as well as oth- 
er Wood-Mesaic hardwood block floors 
are easily and quickly installed. The 
floors are available in oak, walnut, ma- 
ple and cherry and in combinations 
thereof. 

Dealer sales aids include a floor dis- 
play of actual block samples, a counter 
display, full-color catalog, literature, 
illustrated installation instructions and 
installation kit. Wood-Mosaic Corp., 
Dept. AL, 5000 Crittenden Drive, Lou- 
isville 9, Ky. ‘ ‘ 
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Sliding Ridge Cap Speeds 
Installation of Roofing Sheet 


A unique aluminum sliding ridge cap 
especially designed for easy alignment 
and fast installation of Alcoa Rib roofing 
sheet is announced. The two-piece cap 
eliminates alignment problems common 
with one-piece ridge caps, it is said. It 
also easily adjusts to align with alumin- 
um roofing sheets on both sides. 

The new sliding ridge cap is embossed 
with the same diamond pattern featured 
on the maker’s new Alcoa Rib roofing 
sheet. 

Homemakers will find Alcoa Rib 
Roofing sheets ideal for patio shades, 
carports, boathouses and playroom pan- 
eling. The sheets also are designed for 
the heavy loads found in poultry house 
roofing and other farm building con- 
struction. It’s available in one width, 
50%” for 48” coverage, and only one 
pattern. It’s produced in lengths of 
6’ to 16’. Aluminum Company of 
America, Dept. AL, 1501 Alcoa Bldg., 
Pittsburgh 19, Penna. 
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n52 CONOLITE’S 


Big, national advertising program 
pre-sells do-it-yourselfers and homeowners for you! 
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A huge audience of Do-It-Yourself homeowners 
across the nation will see Conolite in a dramatic full- 
color ad in American Home, striking two-color ads in 
Popular Mechanics, House Beautiful, Living for 
Young Homemakers and Sunset. Permanent Conolite 
beauty and protection as well as economy and ease of 
application will help pre-sell this comes-in-a-roll 
plastic laminate for dealers everywhere. 


Display and dispense Conolite—in rolls on wonderful 
new Roll-a-mart. Conolite in rolls . . . easy to apply, 
now easier to sell. Stock Conolite now, in time for your 
share of big ’59 sales! 


conminentaL (C cAN COMPANY 


CONOLITE DIVISION 
WILMINGTON, DELAWARE 
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NEW PRODUCTS 


(begins on page 62) 





Kaiser Introduces Silent Ceiling Line 


The new Kaiser Silent Ceiling line combines decorator 
colors in distinctive patterns with acoustical treatment. 
Soft pastel colors are color-matched with a national paint 
line to enhance or complement any room decor. The 
new Kaiser Fir-Tex line is available in six color designs. 
The designs from left to right, at bottom of photo, are: 
octave, domino, zephyr, strata, parasol and medallion. 

Up to 70% of the noise striking the ceiling is absorbed 
by the casually scattered pinhole-sized perforations, says 
maker. 

Market data. Kaiser Silent Ceiling is an ideal item for 
sale to new home buyers as well as home remodelers. 
The line, which is now available, features ease of in- 
stallation. It is offered in all standard sizes with either 
a fir-lock joint (for stapling) or a butt joint (for ad- 
hesion). Kaiser Gypsum Co., Inc., Dept. AL, Kaiser 


Building, Oakland 12, Calif. 
Circle No. 213 on Handy Cover Card 








Plastic Storm Door Kit 


Called Jiffy-Pane, a new plastic storm 
door kit consists of a sheet of transparent 
plastic a full 7’ long x 3’ wide, 21’ of 
molding and a package of nails. The 
storm door is made to fit every door and 
it also is ideal for covering extra long 
windows. 

Market data. Dealer sales aids include 
an attractive counter display-dispenser, 
which is being held in photo above by 
president Harold Warp. The dispenser 
holds 24 Jiffy-Pane kits. Each storm door 
is individually boxed and has a suggested 
retail price of only 69¢. The Jiffy-Pane 
kit is an ideal item for sale to do-it-your- 
selfers. Warp Bros., Dept. AL, 1100 N. 
Cicero Ave., Chicago 51, IIl. 

Circle No. 214 on Handy Cover Card 


Three-Pound Drilling Hammer 


A new three-pound drilling hammer 
features a forged one piece head and 
handle of the finest tool steel and un- 
surpassed temper, says maker. A nylon- 
vinyl cushion grip is molded on and ab- 
sorbs all shock, it is said. The hammer 
is especially designed as a tool for heav- 
ier masonry drilling, house wrecking, 
garage mechanics, farm use and tire 
changing. 

Market data. Designated No. B3-3lb, 
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the hammer has a list price of $5.50. It 
is an ideal item for both consumer and 
contractor sales. Estwing Mfg. Co., Dept. 
AL, 2647 8th, Rockford, IIl. 
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Titebond Glue Has Many 
Household Uses 


Titebond is an odorless, cream-colored 
aliphatic resin adhesive of outstanding 
strength which combines in one product 
the best features of most other glues, 
maker states. It sets fast, holds well and 
is easy to use. Although developed pri- 
marily for use on wood, Titebond is ex- 
cellent for gluing a wide variety of other 
materials including laminates, paper, 
cloth, leather and imitation leather as 
well as certain rubber products. 

Market data. Titebond is an ideal item 
for both do-it-yourself and contractor 
sales. It is available in 2, 4, 8 and 16- 
ounce plastic squeeze bottles and quart 
and gallon jars. Dealer sales aids include 
a counter merchandiser shown in photo 
above. The unit is 1442” wide, 22” high 
and 11%4” deep. Retail value of the glue 
assortment it holds is $42.95. The Frank- 
lin Glue Co., Dept. AL, 119 W. Chest- 
nut St., Columbus 15, Ohio. 
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New Electronic Range Hood 
Is Screwed Into Wall 


A new Electronic Range Hood that 
can be quickly screwed into the wall, 
that needs no outside vents and that 
dissipates grease, smoke and odors elec- 
tronically is announced by the Puritron 
Co. Grease, smoke and cooking odors 
are inhaled and passed through superfine 
washable aluminum filters and baffled 
strainers. The air then passes before six 
wonder-working electronic tubes that ac- 
tually dissipate irritants, purify the air 
and recirculate it, maker states. 

The range hood can be screwed into 
the wall in minutes and plugs into any 
110-volt AC outlet. The hood is made 
in 30” and 36” lengths and it is 
15” wide and 8” in depth. It is available 
in white, coppertone and stainless steel. 

Market data. List prices of the Elec- 
tronic Range Hood range from $79.95 
to $109.95. It is an ideal item for both 
consumer and contractor sales. Dealer 
sales aids include a $1 million advertis- 
ing campaign via TV and radio, in na- 
tional magazines and newspapers, plus 
in-store displays. Puritron Co., Dept. AL, 
15 Stiles, New Haven, Conn. 

Circle No. 217 on Handy Cover Card 





For Details See New 
Inquiry Card on Back Cover 
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bow windows, too, come glazed 


with GlasSear’ Sfermopane 


Builders will like this! Bow windows pre-glazed or site-glazed with Thermopane 
insulating glass blend with traditional or contemporary architecture. They 
add a gracious touch to rooms, make them appear larger. 


Regardless of what type window your customers prefer... double hung, 
bow, awning, hopper or casement... they know that Thermopane windows 
make a house more saleable. To help builders merchandise quality, starting 
Aug. 3, 1959, we’re inscribing the trade-mark (delicately, but plainly) in a 
corner of the glass. 

More profit for you! Selling double glazing is more profitable than single 


glazing. And with pre-glazed sash, it’s easier to sell home builders Thermopane 
for all of the windows (not just picture windows and sliding glass doors). 


Lighter weight! GlasSeal Thermopane units made with single strength sheet 
glass are up to 25% lighter than units made with double strength sheet glass. 
Makes sash handling and stocking easier, lowers transportation costs. 


For names of sash manufacturers using Thermopane, write to Libbey-Owens* 
Ford Glass Company, 608 Madison Avenue, Toledo 3, Ohio. 


INSULATING 
Made in the U.S.A. by LIBBEY e OWENS ¢ FORD only ¢ TOLEDO 3, OHIO 
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new SALES AIDS 


Color Palette Available 


A new Nevamar point-of-sale color 
palette now is available free of charge. 
The attractive palette features a com- 
pelling sales message in the sample chip 
spaces around it so that the display is 
just as effective when less than seven 
Nevamar chips are attached. Nevamar 
Div., The National Plastic Products Co., 
Dept. AL, Odenton, Md. 

Circle No. 218 on Handy Cover Card 


Door Hanger Acts as Sales Tool 


A new door hanger for use by dealers 
is shaped like the traditional Locke key 
with photograph of an outstanding instal- 
lation. The new merchandising tool is 
designed to promote sales in a neighbor- 
hood where a dealer has recently made 
a railing or column installation. 

The key, along with sales promotion 
material placed in its slotted shank, is 
hung on the prospect’s doorknob inform- 
ing him that his neighbor has found the 
key to permanent home beauty with 
Locke railings and columns. It invites 
him to see the new installation and to 
contact the Locke dealer for details. 
Locke Mfg. Co., Dept. AL, Lodi, Ohio. 
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Kaine MITBERS 


Three-Inch House Numbers 


A new Pendant Pak display of alumi- 
num reflecting house and boat numbers 
is announced. The compact, all-metal 
stock-keeping display occupies only 15”. 
It holds a complete assortment of 12 
dozen numbers from one to zero as well 
as frames and lawn stakes and it dis- 
plays them on their spindles. The rack 
is included free of charge with an order 
for the assortment. The display is avail- 
able with both the single-faced and re- 
versible style numbers. Hy-Ko Products 
Co., Dept. AL, 6813 Wade Park Ave., 
Cleveland 3, Ohio. 
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Paint Brush Merchandiser 


resale, $242.94; No. 115, 17 dozen Ty- 
nex nylon and pure bristle brushes, 
dealer’s cost, $105; suggested resale, 
$242.76 

The sturdy merchandiser has an easel 
back for rapid placement on counter 
tops. It also can be mounted on the 
wall or placed with paint displays on is- 
lands or gondolas. David Linzer & Sons, 
Dept. AL, 10-20 Astor Place, New York 
3. 
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Nylon Cord Merchandiser 

A new metal counter ey rack 
contains one spool each of Nos. 3, 3%, 
4 and 4% diamond braided 100% Nylon 
Cord. The new midget rack is only 17” 
high and takes up less than 1% square 


A new perforated hardboard merchan- 
diser accommodates up to 17 dozen Lin- 
zer paint brushes in the most popular 
sizes. Measuring 384%” high x 24” wide 
deep, the display is free to the 


and 1%” 


dealer with any one 
assortments. Assortments are: No. 114, 
16 dozen pure bristle brushes, dealer’s 
suggested 
No. 103, 15 one-half dozen Tynex nylon AL, 
brushes, dealer’s cost, 


cost, $100; 


foot of counter, floor or wall space. 

The merchandiser holds a complete 
stock of the sizes of 100% nylon cord 
usually used for halyards, awning cord, 
tent rope, venetian blind cord, drapery 
cord, trot line, buoy line, lacing, traverse 
of three brush cord, and tie-down rope. The rack is 
offered free of charge to dealers with 
an initial order for four or more spools 
of cord. John H. Graham & Co., Dept. 
105 Duane St., New York 8, N. Y. 
Circle No. 222 on Handy Cover Card 


resale, $226.68; 


$110; suggested 
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Whirligig Mounts Show Locksets in Action 


New space-saving Whirligig display mounts enable a dealer 
to put Corbin locksets at eye level where customers may see 
and try them. The adaptability of the Whirligig units to any 
type display fixture, utilizing unused space, make the units 
ideal as eye-catching displays. Used either vertically or hor- 
izontally as shown in photo at left, the units may be used in-bin 
in an island, gondola or wall display fixture. Simply attach 
bottom plate to perforated hardboard or metal shelving by 
means of nuts and bolts. Base plate hole locations are on 4” 
centers for alignment with hardboard perforations. The units 
also may be mounted on posts, in a window or on a counter. 

Dealers may obtain the Whirligig in-action display free with 
an accompanying order of three cases of Guardian locksets (one 
case must be exterior key sets). A dealer pays only for the 
mounted hardware of his choice. Individual Whirligig unit 
mounts are available at $4 each plus the cost of hardware 
mounted. If all three individual mounts are desired either as a 
complete display or as a three-unit vertical mount, they are 
available at $11 per set plus the cost of the mounted hardware. 
P. & F. Corbin Div., The American Hardware Corp., Dept. 
AL, Washington St., New Britain, Conn. 

Circle No. 223 on Handy Cover Card 
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Floor Covering Bar Stimulates Sales 


Immediate sales pickup in floor coverings were noted 
after Rutland Lumber Co., Albany, N.Y., built this ef- 
fective display of wall and floor coverings in 1958. Sales 
increased 15% over 1957 and another 15% thus far this 
year over 1958. 


D. W. (Red) Clement, remodeling department. sales- 
man, says that a good many homeowners start their re- 
modeling project at this display. First job received in 
which the floor and wall covering display was an im- 
portant factor was an $1,800 bathroom job. 


“We have found that the display attracts much atten- 
tion and has stimulated the interest of the consumer to 
remodel,” reports Miss Carla Devenpeck, advertising man- 
ager. 


“In the floor and wall covering bar, we show Robbins 
Floor tile, Armstrong floor tile and Church wall tile. 
Also a Color Co-ordinated Decorating Book of actual 
samples for bathrooms, plus the portfolio of Armstrong 
reprints, which give the consumer helpful suggestions for 
colors and patterns in specific rooms of the house.” 


Special Sale 


Is a Success 


Carload lot purchases 
of aluminum combina- 
tion storm products gave 
Abrahamson Lumber 
Co., Colorado Springs, 
Colo., a price wedge 
which helped sell over 
100 units, according to 
owner Edward O. Abra- 
hamson. In addition, a 
good many window 

m™ screen sales were made 
' as tie-in sales. Newspa- 
per display ad and _ in- 
store display gave the 
promotion a double-bar- 
reled punch. 
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99 Ways to Sell at a 
Profit Against Cut- 
Price Competition 


Art Hood says ‘‘Here’s a 

book | think you should 

have. It gives you suc- 

cessful answers for when 

the buyer says ‘Your 

price is too high.’ In all, 

this book contains 99 

ways to sell at a proft 

Chairman of Editorial against cut-price compe- 

Board, American tition. 

erp cognac: amr ‘More than 4,000 top 

dealers have paid a total of almost $400,000 to 

get this same kind of information, as part of my 
Lumber Dealer Management Workshops."’ 

Tells you how to set up a profitable price struc- 
ture to start with; how to quote price; how to get 
the facts with which to sell him from a buyer; how 
to sell quality over price; what to do about com- 
petition and the recipe for profit and how to 
use it. 

Also, tested selling sentences to convince buy- 
ers that your price is the right price; tested sell- 
ing sentences that sell quality and value and 
tested selling sentences for when the competition 
really gets tough. 


Prices: one copy 50 cents; 2 to 5 copies 45 cents; 
6 to 10—40 cents; 11 to 50—35 cents; 51 to 
100 copies 30 cents each. 

To order simply fill in the coupon below and 
send to address indicated. Your order will be 
sent to you by return mail. 

Note: please enclose money order or check 
with your order—we cannot afford to bill you 
at these low prices. 

Send in your order now! 


AMERICAN LUMBERMAN 
59 East Monroe Street 
Chicago 3, Illinois 


Please send me - copies of ‘99 Ways to Sell at a 


Profit Against Cut-Price Competition."’ Money to cover 
is enclosed. 


Name 
Company 
Street 
City 
State 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 

All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED 





SITUATIONS WANTED 








BUSINESS FOR SALE 











Commission salesman with exceptional back- 
ground, thoroughly familiar metropolitan 
New York market, experienced western 
species via rail and vessel, desires oenection 
with substantial shipper. Address Box J-59 
American Lumberman & Building Products 
Merchandiser. 





FABRICATION SET-UP SERVICE—As your 
temporary employee I design, build Truss, 
Component jigs adapted to your facilities. 
Create forms, methods, systems for produc- 
tion, Promotion, Marketing. Avoid personnel 
burden until growth warrants same. Modest 
cost. Minimum assignment five days. Address 
Box J-55 American Lumberman & Building 
Products Merchandiser. 





SALES REPRESENTATIVE 
AVAILABLE 





Factory representative and distributor, Chi- 
cago area, seeks additional building material 
and door line. Warehouse facilities. Estab- 
lished following lumber yards and jobbers. 
Address Box J-61 American Lumberman 
and Building Products Merchandiser. 





MACHINERY WANTED 





WANTED TO BUY 
“V-GROOVING” MACHINE, and WOOD- 
GRAIN PRINTING MACHINE. Must be rea- 
sonable. Address Box J-56 American Lum- 
berman & Building Products Merchandiser. 





BUSINESS WANTED 














MANAGER »« SALESMEN « WANTED 


Immediate openings for sales personnel ex- 
perienced in domestic and imported ply- 
wood or lumber. Opportunity for two sales- 
men and one General Sales Manager of 
Building Materials Division in nationally 
recognized, rapidly expanding export-import 
concern. Will consider men with Eastern 
experience and contacts wishing to relocate 
in Sunny California. Top men are assured 
a good income and future. Send detailed 
resume to P. O. Box 104, Glendale 5, Calif. 





Building Material Sales 

The Insulite division of the Minnesota and 
Ontario Paper Company offers rewarding 
sales career opportunities for young men 
(ages 26-35 preferred) in this well-estab- 
lished, yet expanding organization. We are 
seeking men with proven sales ability whose 
present positions may not offer sufficient 
challenge or opportunit for advancement. 
New men are paid on salary during an initial 
training period and upon territory assign- 
ment are compensated on a salary plus bonus 
basis. In addition, these positions offer ex- 
ceptional employee benefits paid for by the 
company. Car furnished. 

Write Don Lindert, Minnesota and Ontario 
Paper Co., 500 Investors Bldg., Mpls. 2, Minn. 





Large C&C yard looking for talented yard 
managers and assistant buyers. Prefer men 
35-45 years of age. We want only the best 
and will pay for it in the form of a salary 
and rofit sharing arrangement. Address 
Box J-58 American Lumberman & Building 
Products Merchandiser 





ASSISTANT LUMBER YARD MANAGER 
for large retail yard in northern Illinois — 
of 60,000. Must be thoroly experienced in all 
phases of lumber yard operations. Good 
salary plus opportunity for advancement. All 
replies confidential. Address Box J-57 
American Lumberman & Building Products 
Merchandiser. 
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Experienced manager, outstanding refer- 
ences, proven record. Will purchase yard 
with low down payment, long term financ- 
ing. College graduate, medium and large 
yard management. Preferably estate settle- 
ment or retirement situation. Address Box 
J-60 American Lumberman & Building Prod- 
ucts Merchandiser. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE sereemeors rn gata co 


9 North Fourth S$ 
"Midssapdie as Minn 


THE UNITED WAY 





Building Material Business in rapidly ex- 
panding resort area of Michigan. A profitable 
business with best of prospects. Ample op- 
rtunity for expansion. A natural “or home 
mprovement Dept., contracting, pre-fab. 
Large, modern salesroom and warehouses. 
Private siding. Bia must retire. Will sell 
all, or stock a a f and lease land 
and building. Ad J-49 American 
— & Building Products Merchan- 
ser. 





ADVERTISERS’ INDEX 





Armstrong Cork Co. 


Bennett Mfg. Co., Richard C. 
Bostitch 
Bunyan Lbr. Co., Paul 


Cleveland Steel Specialty Co., 
Continental Can 

Conolite Div. 
Continental Steel Corp. 


Dexter Lock Division, 
Dexter Industries, Inc. 
Douglas Fir Plywood Assn. 


Exchange Sawmills Sales Co. 


Flintkote Co., 
Formica Corporation. 
Sub. of Cyanamid 


Georgia-Pacific 

Gerrard Co., Inc., W. 

Goodman Lbr. Div., 
Calumet & Hecla, Inc. 


Johns-Manville 


Kaiser Aluminum & 
Chemical Sales, Inc 
Knape & Vogt Mfg. Co. 


LibbeyeOwenseFord Glass C.. 


Macklanburg-Duncan Co. 
Mack Trucks, Inc. 

Marlite Div. of gral —P 
Mauk Lbr. Co., The C. A 

Mauk Seattle Lbr. 

Maze Co., W. H. 


National Cash Register Co., The 
National Retail Lumber Dealers Assn. .. 


Osmose Wood Preserving Co. of 
America, Inc. 


Pacific Mutual Door Co. 
Pratt & Lambert, Inc. 


Ridge Tool Co., The 
Roddis Plywood Corp. 


Skil Corporation 
Southwest Lumber Mills, Inc. 


Templin Associates, Inc. 
Tennessee Stove Works 


Union Lbr. Co. 


Warp Brothers 

Weiser Company 

Wells Lbr. Co., J. W. 
Western Pine Assn. 
Wisconsin-Michigan Group 
Wrought Washer Mfg. Co. 
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“Have You Overlooked This” 


The following manufacturers were carried 
in the Sept. 14 issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more information. 


Acme Quality Paints, Inc. ................+. 4 
Acme offers new Fashion-Right color serv- 
ice—color selector books and colormeter 
machine to mix paints in your own store. 
Acme Steel Strapping 16 
Acme “Idea Men” show how lumber bun- 
dli cuts unloading time 50%. 
Allied eo? Plastics & Coal 
Chemical Division 
Pressure-creosoted pole and lumber mar- 
ket booming with the growth of pole- 
type construction. 
American Hard Rubber Co. ............... 74 
Literature kit available on “Ace Riviclor,” 
“Ace-Ite,” and “Ace Suppiex” plastic 


pipes. 
American Sisalkraft Corp. 

New merchandiser rack displays, sells, and 
dispenses plastic and screen window 
materials. 

American Steel & Wire, Div. of U.S. Steel 11 

Ad mats, brochures, and direct mail pieces 
are included in a free merchandising kit 
for American Welded Wire Fabric. 

Andersen Corp. 9 

Write for information on ss | building 

costs with Andersen ‘Strutwalls. 
Anderson Mfg. Co., V.E. 77 

Manufacturer offers promotion packet in- 
cluding store displays, radio, TV, and 
newspaper materials. 

po SPP eee 73 

Armstrong features ideas on selling vinyl 
floors. 

Azrock Floor Products 

Azrock “Vina-Lux’’—wood tones in the 
magic of vinyl asbestos tile. 

Barclay Mfg. Co., Inc. 24 

Complete literature on paneling offered to 
do-it-yourselfers. 

Behr-Manning Co. 

Free illustrated instruction folders supplied 
by manufacturer to supplement floor 
refinishing sales. 

Berry Door Co. 

“Profit promoters”—colorful free kits to 
help you tell the story of Berry steel 
doors. 

Black & Decker 
National advertising pr norm pre-sells 
a. “Utility Saw” “Heavy-Duty 


nenline Southern 
Potlatch—a dependable source of fine 
lumber and a wide variety of specialty 
items. 

es: Gh GO Oe ns ccc crdsagecepacawien 46 

Free booklet available on Brown’s “Super- 
cedar.” 

Campbell-Hausfeld 130 

Bulletin SG200 gives the story of paint 
spray guns. 

Celotex Corp. 

Sales aids, literature and display racks 
help sell oeen ceiling tiles. 

Central Metal Stri Pp Co. iil 

Free catalog on ‘‘Cenco”’ weatherstrip and 
sash balance. 

Certain-teed Products Corp. .............. 36 

Certain-teed foil- chose building insula- 
tion offers year ‘round insulation effi- 
cienc 

Cummins Portable Tools 10 

New “Circle of Power” promotion includes 
national and local advertising as well as 
display material and literature. 

CT CID I o's cae cesrescccccsce 25 

Curtis announces new distribution policy 
for their quality doors, windows, and 
“Fashionwood” cabinets. 

DeKalb 

Write for informative bookiet__“DeKalb 
Commercial Bodies.” 

Deniston | RR ot. SPO ia eee ete 115 
“Lead-Seal” metal roofing nails with gal- 
vanized finish are designed to do a 
special job. 

Dodge Corp., F. WwW. 143 

Booklet Pitered “Dodge Reports—How to 
Use Them Effectively.” 

Estwing Mfg. Co. 

New Estwing “Supreme” unbreakable Lath 
Hatchet features replaceable blade. 

Evans Building Products 30 

The “Evanite Big Three’, (Poly-Clad Ply- 
wall, Fir Plywood, Driftwood Hard- 
board) supplies paneling needs. 

Evans Rule Co. 


112 
Evans measuring tapes now sold in free 


“Holster Pak.’ 
Firestone 
Firestone tires with Rubber-X, long wear- 
ing rubber, and S/F, shock-fortified 
cord, insure service and dependability. 
Flintkote 33 
Complete information and samples avail- 
able for Flintkote’s new “Crevatex” and 
“Skyline” acoustical tile. 


Flintkote 
Fall Coliection Kit offered to dealers as 
art of promotion program for “Tile- 
Tex" pommee- 
Frantz Mfg. 
For full tictaiis on Frantz ‘“‘Filuma” garage 
doors use handy cover card. 
WU NE su aoees exe eenneseertccecsce 125 
a oy egg A copy. of “Lumber Calcula- 
tions Made Easy” is available upon re- 


quest. 
Georgia-Pacific 
Manufacturer offers complete information 
and samples of new factory-finished 
hardboards. 

SPST e reer er eee 35 

Homasote offers a free _ cost-reduction 
— on your house plan. 

- aenagh ouglas Div., Bridgeport 

Brass Co. 

Prices and information upon request for 
aluminum ‘Multi-Port. 

Ideal Mvngs Were, IMC. on csccccccccccess 103 

ere sheets and prices available on 
peal closers for storm and combination 

———e, Div., Minnesota & Ontario 

ie = Py SERED OEE) CECE R561 dc edo re cebie 26 
rite x= information and sales aids on 
Insulite ceiling tile. 

International Salt Co. g 

Free folder of “Merchandising Ideas” to 
help sell Sterling Halite is offered. 

Johns-Manville s 

Free promotion kit containing counter and 
window displays, ad mats and reprints 
offered to dealers. 

Kentile 

“Hi-Fi” paper sample reproductions of 
Kentile vinyl asbestos and asphalt tiles 
are furnished free for customer's use. 

Keystone Steel & Wire Co. 

The Keystone “Red Brand” 
fencing needs. 

Lib bey-Ownes-Ford Glass Co. 
“For Greater Profits’ booklet, containing 
gs for 2 variety of glass storage racks, 

available. 

Lifeguard Industries 78 

Write for information on complete line of 
aluminum siding and accessories. 

Lockwood Hardware Mfg. Co. 

Lockwood sales aids include portable rack 
Ciplaying three mounted sample locks. 
Long- 27 
For all the facts about the “Fastest Sell- 
ing” 4-in-1 window unit, use handy 
cover card. 

Lucas & Co. Inc., John 

Write for complete information on “Tuco- 
Tex” house paint. 

Lufkin Rule Co. 13 

“Turnover Target” display rack helps oa 
Lufkin measuring tools 

Major Industries, Inc. 

Manufacturer offers full information’ on 
new Nautilus No-Duct hood. 

Mariite 

Free sales aids are part of a_ promotion 
program for Marlite Random Plank. 

Masonite Corp. 

Write for details about 
tion package. 

Medalist Hdwe. Div., National Lock Co. 118 

Free display board supplied with each 
grouping of cabinet hardware. 

o,f ae 

Top- “quality. is insured in “Medco” lumber 
joing the best of modern equipment. 

Minerva Aluminum Corp. 91 

Write for the profit story of Minerva 
aluminum doors. 

Miracle Adhesives 

Offers dealers a 55% profit on “Free 
Goods” packages of “Black Magic” and 
“Brite Magic’’ adhesives. 

Monarch Marking System, Inc. 

Monarch offers information on their Model 
20 “Dial-A-Pricer’’ with sample labels. 
Mortell Co. 51 
*‘Mortite”’ weatherstripping and “Foam- 
flex” doorstrip come in new improved 
profit-packages. 

Moto-Mower, Inc. 21 

Full details given on versatile Moto-Mower 
“Snow-Thrower.” 

Multiplex Display Fixture Co. 

Information on display wings for plywood 
paneling forwarded upon request. 

National Gypsum Co. .60 

Display materials offered on Gold ‘Bond 
“Classic-Shake” asbestos-cement siding. 
National Gypsum Co. 61 
Samples available on new Reverse Flange 
insulation. 

National Gypsum Co. 62 

Onl Gold Bond plaster comes in the new 

lupak” stretchable bag. 

National Gypsum Co. 

Circle handy cover card to get the com- 
plete story on “‘Silantex”’ ceiling tile. 
CU, i 
Write for full information and free sam- 
ples of new “Durasan”’ vinyl surfaced 

gypsum wallboard. 

National Mfg. Co. . .145 

Free catalog on National builder’s hard- 
ware. 


line supplies 


“Panelok” promo- 
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Nevamar Carefree Kitchens, Inc. ......... 20 
Merchandising aids and color brochure 
available. 
Nichols Wire & Aluminum Co. . 88 
Descriptive literature available on ‘“‘Never- 
tain” aluminum building peomuete. 
Nu-Trend 
Literature available as well as “Self- instal” 
— display free with order for six 


Piekerin S Lumber Corp. was ee 
old Medal” Tedatnnek on Pickering 

ae tt is your guarantee of quality 
Plasticles Corp. 19 
Illustrated ulletin offered on colorful 


acrylic plastic sign letters. 
Ramset Fastening System 1 
Complete information available on “Shure- 
Set” hammer-in fastening tools. 
Republic Steel, Truscon Div. 12 
metal lath pro- 


ruscon “Tru-Diamond” 
motion is under way. 
Resets A oe vc cos dd vdduveliesch 65 
New Reynolds DIYA mobile sales rack for 
do-it-yourself aluminum display is an- 
nounced. 
Richards-Wilcox Mfg. Co. 36 
Free copies of R-W catalog No. A-400 
featuring complete hardware line avail- 


able. 
Roberts Co. 

Manufacturer offers free 

weatherstripping demonstrator. 
Sargent 122 

“Sales-Tested Profit Plan’ includes sales 

aids, catalog, and contest offer. 
Shower Door Co. of America .. 

Announces all new “Cameo” series 

shower doors and tub enclosures. 
Skil 114 
Special offer on self-demonstrating Skil 
“Snap Lock” tool merchandiser. Also 
free merchandising kit and selling aids 
Southeastern Tool & Die Co. 

Get full information on Southeastern’s 
complete line of storm windows and 
storm doors. 

Standard Tile Co., Inc. aa 

New low-cost package Capri “Mosaic Tile 
Center” allows dealers to get in on the 
“Do-It-Yourself” swing. 

Sun Valley Industries, Inc. 

Full detail supplied on aluminum sliding 

glass doors. 
Swingline, Inc. 

Complete information available on Swing- 

line staple n 
Tamms Industries 

Manufacturer offers complete information 
on Tamms paints as well as prices and 
promotional materials. 

WOES. niboo-cb Fh adne sis thao cued euss on asar 93 

Information available on Tek-Bilt alumi- 
num combination doors with exclusive 
“Push-Lok.” 

Thomas Industries Inc. ee Sie 

Colorful new catalog folder for “Moe 
Light” electric posts and lanterns. 

Turnbuckles, Inc. 

Eye~catching assortment displays step- up 
business. 

U. 8S. Aluminum Siding 81 

A full line of sales aids is available to help 
sell Kover-Lum. 

U. S. Steel Supply, Div. of U. S. Steel ....22 

Information available on steel strapping 
and tools. 

Universal Atlas Cement, Div. 
Wagner Mfg. Co. ¢ 

Price lists, profit- making sales plans and 
free bulletin furnished on full line of 
garage doors. 

Wells Aluminum Co. ieee 

Complete line of sales aids including con- 
sumer literature and ad mats offered on 
aluminum windows and doors. 

Wells Lumber Co., J. W. . . 48 

Manufacturer ‘offers booklet “Money 
Making Gyms” featuring Wells maple 
floors. 

Welsh Plywood sidan 

“PlyWelsh” prefinished hardwood ‘paneling 
has moldings, panel stretchers, etc. to 
match. 

Weyerhaeuser Co., Silvatek Division ......47 

Information offered on decorative hard- 
boards for interior designs and “all- 
weather” exterior styling. 

Weyerhaeuser Sales Co. 41 

Weyerhaeuser 4-Square Kiln- dried lumber 
for greater customer satisfaction 

Wilhold Products Co. .... 117 

Free sample given of “Safety Contax” 
cement. 

Williams Co. .. . 82 

Offers free descriptive literature on “Sun 
Ray” steel wool packs 

Winter-Seal Corp. . 105 

Use handy cover card to get ‘full details 
about Winter-Seal’s ‘1000” Pre-Hung 
door. 

Yale & Towne Mfg. Co. 97 

Attractive padlock packaging and display 
racks make for faster turnover. 

Yuba Power Products, Inc. 126 

Dealer information about Yuba power ‘tools 
available 


116 
“Drafstop” 


69 





what's tte PRICEP 


Considerable price adjustment by dealers in all parts of the 
country has taken place during recent weeks. They have been 
“trying” the market, moving prices of key items up and then 
backing down again in the face of competition. Little evidence 
has appeared of dealers following softer lumber and plywood mill 
prices; in fact, the current trend seems to be somewhat higher 
prices for these items in midwestern and eastern areas. 

Great variation of prices within individual geographic zones is 
apparent, too; in one zone a large dealer reports $300 for dry fir 
2x4s, $37 for red cedar shingles and $200 for %4” AD EXT fir 
plywood. In another zone two dealers have a range of $160 to 
$117 for 4” AD INT plywood. 

Downward trend on southern pine items, on set-up windows 
and on redwood siding was noted in some areas, while in the rest 
of the country these items were steady. Nails were generally soft, 
as were ceiling tile prices. 





J J 
Current Retail Price Levels 
(American Lumberman's opinion of retail prices to typical one-house contractors, based on current reports received from leading dealers.) 
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 


North Middle Sovth East North East South West North WestSouth Mountain Pacific 
LUMBER Atlanti Atlanti Atlanti Central Central Central Central 





Douglas fir: 
-~aocediaat Std. & Btr. green R/L 2x4 $140 $145 $145 $145 $145 $145 $140 $140 $116 
Std. & Bir. dry R/L 2x4 $145 $145 $155 $150 $145 $150 $145 $150 

Std. & Bir. green R/L 2x10 $140 $145 $150 $145 $150 $145 $141 $140 

Std. & Bir. dry 2x10 R/L $145 $145 $155 $150 $160 $150 $146 $150 

Boards: Std. & Btr. green R/L 1x6 and 1x8 — $130 $145 $135 omen $140 $135 $135 


West Coast Hemlock, White Fir: 
Dimension: Std. & Btr. dry R/L 2x4 $125 $140 $140 $140 $145 $147 $140 
Std. & Btr, dry R/L 2x10 $125 $140 $145 $147 $150 $145 $140 $120 
Boards: Std. & Bir. dry R/L 1x6 and 1x8 $110 $140 $133 $140 $145 $140 $135 $176 


Western Pines: 


Boards: No. 2 & Bir. dry 1x8 R/L S4S or 
shiplap . $240 $200 $200 $180 $200 $185 $190 $180 


No. 3 & Btr. dry R/L 1x8 S4S or 


$120 


$125 $100 
$120 
$100 


$185 $150 $180 $160 $145 $145 $140 $140 


. dry R/L 1x8 S48 o 
™ ; $160 moe $122 $130 $115 $ 80 $110 $120 
Southern Pine: 
Dimension: No. 2 & Bir. dry R/L 2x4 $115 $125 $115 $130 $110 
No. 2 & Bir. dry R/L 2x10 $117. a $125 $145 $125 


Boards: No. 2 & Bir. dry R/L 1x8 $4S$ or 
; D&M or digtap $125 $135 $115 $130 $120 


Hardwood Flooring: 
Clear oak 25/32"x2," $285 $290 $250 $300 $275 
Select oak 25/32"x2%4" $270 $280 $225 $290 $245 


Interior Softwood Paneling: 
No. 2 seoienaee pine R/W $225 $230 $220 $200 $200 
No. 3 ponderosa pine R/W $200 $220 $200 $180 $180 
Wood Siding: 
, bevel siding %’x10” $310 $300 $275 $290 $290 
Cedar bevel siding %’x10” $295 $290 $275 $300 —_— 


Wood shingles: 
, in 
ile singin 5/2 #1 Blue $ 17 $ 16 $ 16.50 





PLYWOOD: oor 
ir, Ve" DFPA-AD interior glue 
V4" DFPA-AD exterior glue $145 $135 Hee 
+ ¥e" DFPA-CD sheathing interior glue $110 $140 $ 
Y."" DFPA-CD sheathing interior glue $175 $170 $140 
Fir, %" DFPA-CD sheathing interior glue $200 $200 $180 
Birch, V4" A2 $ $405 $410 $350 


Philippine mahogany, 4” rotary cut $180 





MILLWORK: 
Phil. mahogany flush door 
1%"-2-6x6-8 
Birch flush door 14%"-2-6x6-8 
Double hung window unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 
Ovtside white paint, first grade 
8d common steel nails 
Mineral wool insulation, full thick batt 
Wood fiber blanket, std thick 
Ceiling tile 12x12” 
Acoustical ceiling tile 12x12” 
Y%" insulating building board 
25/32” insulating sheathing 
¥%"’ gypsum wallboard 
V4" tempered hardboard 





“N 
wn 


SSoane 


APAARAAAA 
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85 
$130 
$ 55 
$205 
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Aan 


September 28, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





MANAGEMENT WORKSHOP-IN-PRINT — ORGANIZED TEAMWORK SERIES NO. 10 


A Pattern for Profitable 


Dealer-Contractor Relationships 


Answering Your Questions on Contractors — Part 1 


Dealers will remember a few years ago the introduc- 
tion of the term “Compensatory Pricing.” As they studied 
the book on the subject they soon found that compensa- 
tory pricing was a name for what most of them had 
been doing for years to a greater or less degree. 

This is also true of this “Teamwork-for-Mutual-Profit” 
pattern in dealer-contractor relations. It systematizes, or- 
ganizes and identifies those things in dealer-contractor rela- 
tions which the dealers have been generally and widely 
doing in an unorganized way for many many years—for 
the simple reason that they are just good common sense. 

Dealers who for any reason hesitate to adopt some 
form of the plan in their contractor relations may find 
further cause for action in the following list of questions 
and answers. 


Q. How do I avoid biting off more than I can chew— 
getting the contractors all excited about teamwork and 
partnership and not being able to provide the work they 
expect? 

A. Continuous advertising of the slogans “We _ rec- 
ommend reliable contractors who have been tested for 
their ability and integrity,” and “We will pay your labor 
for you” will demonstrate your cooperation. However, it 
is well to start with a few contractors and build your 
partnership teams gradually. ' 

Q. How about the contractor who complains that he 
has not been invited to participate in the program? 

A. He is a ripe prospect to be qualified and added to 
the teams immediately. 

Q. But what if he is a “wood butcher, 
workman? 

A. He will disqualify himself when you ask him for 
references from people he has done work for. 

Q. What if I can’t get my local contractors to coop- 
erate? 

A. Then, if necessary to earn a sustained satisfactory 
profit, you may decide to enter the contracting business. 

Q. The list of items in “A complete contractor service 
structure” seems both difficult and expensive to me. 
Where will I find the time and money to do these things? 

A. Don’t try to do them all at once—a gradual ap- 
proach is indicated. And do those things first that are 
needed to secure enthusiastic teamwork from the con- 
tractors you want on your team. 

Q. What about the contractor who is a poor credit 
risk? 

A. If he is an excellent workman, he is a number one 
prospect for your building team. You take over his man- 
agement problems for him. There are many case histories 
of dealers who have done this, and have not only collected 
large contractor accounts previously charged off as bad 


an unreliable 


debts, but have put the contractors on their financial feet, 
collected the past due balances and made well paying 
customers of them. 

Q. We are in a rural area and we have few contractors 
who have an established contracting business. Most of our 
customers either do the work themselves or sub-contract 
the labor. What should I do about this teamwork pro- 
gram? 

A. Probably the best method is to advertise “Everything 
to build anything” and “One-stop service”. Then provide 
the service wanted by the consumer on each deal. If 
local contractors are not capable business men, most such 
dealers would take the contract themselves—if a contract 
is called for on the deal—and then hire the labor to per- 
form it. 

Q. We are a medium sized yard in a large metropolitan 
area. There are hundreds of contractors within an eco- 
nomic truckhaul from my yard. Where do I start with 
my “partnership” organization? 

A. Start with the contractors within a one or two mile 
radius from your yard, select the ones you want as 
partners, put them on your team, and then go out anoth- 
er one or two mile radius and bring in selected con- 
tractors from there, as rapidly as you can absorb them 
profitably into your team. Then repeat the process until 
your business grows to the point where you can cover 
as much trading area as you want. 

Q. I have a group of contractors in my market who are 
aloof, independent and cold to dealer-contractor coopera- 
tion. How can I convince them of the benefits to them in 
this program? 

A. Translate the list of “Contractor Benefits” and “A 
Complete Contractor Service Structure” into your own 
language and make a point by point presentation to each 
individual contractor you wish on your team. 

Q. What if I am out after a job for one of my building 
team contractors and I find I am in competition with a 


sales team contractor or a contractor who knows nothing 


about my teamwork-for-mutual-profit plan? 

A. If you find you may be in competition with a sales 
team contractor, translate the deal into a sales team deal 
immediately and do everything you can to help the sales 
team contractor get the job. If the contractor is un- 
acquainted with your program and you want him on 
your team, its a good time to sell him on a marketing 
partnership with you. If you don’t want him, or can’t get 
his cooperation, try to get the job for one of your build- 
ing team contractors. P 

Q. I am in a metropolitan market, my business is 
largely lumber and building material sales to contractors. 
I do not have a store or a home planning and improvement 
center. What should 1 do about this “teamwork” pro- 
gram? 

A. If you are making a net profit before taxes of 20% 
or more on your net worth year after year—just keep on 
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After looking over the college campus a little, statistics show 
that blondes make the best students. 
” + 7. 


“My boy friend is a fair minded fellow. He buys me lipstick 
because he’s the one who always takes it off.” 
“You should see the lingerie my boy friend buys me!” 
* a * 


Osculatory Observation: Kissing is just so much chemistry. 
Historically, it has to do with the craving for salt. The cave 
man found that salt helps him cool off in the summer. He found, 
too, that he could get salt by licking his neighbor’s cheek. Also 
that it was more interesting if the neighbor was of the opposite 
sex. Then everybody forgot about salt. 

» 


» * 


Wife, reading husband’s fortune card, “ ‘You are a leader 
of men. You’ re brave, strong-willed and popular with the op- 
posite sex.’ It has your — ws too.” 

on 


MAUK Seattle, the Pacific Northwest application of national- 
ly successful MAUK merchandising methods. 

For over half a century the MAUK Lumber Co. has served 
the retail dealer. Start today to do it the MAUK way and we'll 
finish this twentieth century together. 


» * * 


Simple Celia says a few girls prefer to remain single but the 
majority would rather knot. 
» ~ + 


The wife of a middle aged executive met him at his office 
late one afternoon. As they were going down in the elevator it 
stopped and a high octane secretary got on. Poking the exec 
in the ribs, she said gaily, “Hello, cutie pie.” 

Unperturbed, the executive’s wife leaned over with a smile 
and announced,” I’m Mrs. Pie.” 

* * * 


Little Bobby to little brother: “Get Pop to tell you about 
the flowers and the bees—it’s a RIOT!” 
* * * 


Do You Know What Dep't. 

Do you know what a family man is? One with small mouths 
to feed and a big one to listen to. 

Do you know what a home is? A place to go when you're 
tired of being nice to people. 

Do you know what MAUK is? Where nice people listen to 
your problems—and solve them. 

a * ~ 


MAUK Seattle Lumber Co. 
Seattle, Washington 


" Toledo, Ohio 


Circle No. 339 on Handy Cover Card 


| 





doing what you’re doing! There will probably always be 
a few dealers in metropolitan areas who will make satis- 
factory profits selling lumber to contractors without 
merchandising to consumers. This will be a “volume- 
type” middleman rather than a retail-to-the-ultimate-user 
business. However, if either your volume or your net 
profits are unsatisfactory, or your volume in danger, you 
may want to start down that long hard but quite profita- 
ble, road to consumer merchandising. 

Q. 1 have a small contractor who only builds one 
house at a time but always does his own contract sell- 
ing. Why should he join one of my contractor teams? 

A. The dealer with a sales force capable of estimating 
and selling custom built homes and other end-use packages 
out of a home planning and improvement center will 
have such a selling advantage over an untrained home 
builder without facilities for selling that the latter will 
eventually drift into the dealer’s establishment and permit 
dealers to do the selling for him. 

Q. Contractors seem more and more dependent on me 
for suitable building lots. How do I handle this problem? 

A. Building sites are an important key to control— 
especially lots and small plots. The dealer should have an 
inventory of all good ones regardless of who owns 
them, or take an option for their sale on what inde- 
pendently owned lots are available. 

Q. What about other dealers who may also want to 
build dealer-contractor teams? 

A. You have a policy about raiding another company’s 
sales people. The same should apply to the construction 
teams. The application of the Golden Rule between deal- 
ers in contractor relations has been and will be profitable. 

Q. Why should any contractor want to be a team 
member and patronize a dealer who does contracting? 

A. If such a dealer keeps his team contractors always 
busy before taking contracts himself, the contractors will 
have no objection—because the interests of the team are 
protected. 

Q. Last Christmas I was figuring up my inventory and 
profit for the year and found I had made less than 2%. 
In my Christmas mail were a number of cards from con- 
tractors who had driven down to get some Florida sun- 
shine in their new Cadillacs. What do I do about that? 

A. If you set up teamwork for mutual profit, both 
you and your contractor partners can have Cadillacs! 

Q. Why is it that contractor sales are made on such low 
margins? 

A. The more dealer pressure for contractor sales the 
lower the price. When the contractor makes the sale 
there are two competitive pressures—(1) competition be- 
tween contractors lowers the price (2) competition be- 
tween dealers for the winning contractor’s business lowers 
the price again. With two selling costs and two com- 
petitive pressures, the dealer who permits the contractor 
to control the sale reduces his chance of profit by 75% 

Q. Why is it that if there is so much need for home 
improvements in our industry, more of it is not sold? 

A. When new construction work is available, contrac- 
tors don’t like to do repair and remodelling. If they don’t 
like to do it, they certainly won’t make much of an at- 
tempt to sell it. The contractor will not resent it if the 
dealer does the selling for them. 

Q. How extensive is dealer contracting? 

A. In 1959 one dealer in every three is doing some 
contracting on one or more big ticket home improvement 
packages. One dealer in every four contracts new homes. 
One dealer in every six does speculative building. 

Q. What do I do when I find my contract sales de- 
partment is up against competition by a contractor who 
is using price concessions to buy himself a job? 

A. Good selling can overcome this disadvantage in 
nine times out of ten. Your company has a terrific prestige 
advantage over such contractors in the consumer’s mind. 
“See 99 Things to Do Before Cutting a Price” available 
on request. 

(See Part 2 next issue for more questions and answers) 
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HARRY H. MILLEN, PRESIDENT, 
Greensburg Lumber & Mill Co. 


CUSTOMERS RECEIVE PROMPT SERVICE 
from the Greensburg Lumber & Mill Co. 


EMPLOYEES PROCESS RECORDS swiftly, effi- 
ciently and accurately with a National System. 


“Our C@lational System 
saves us ‘0, /O0 a year... 


pays for itself every 11 months!”’—creensburg Lumber & Mill Co. 


Greensburg, Pennsylvania 


“We insisted on a National System,’ 
writes Harry H. Millen, President, 
Greensburg Lumber & Mill Co. “The 
reason is that having built our reputa- 
tion on quality, naturally we look for 
the economy of quality in the equip- 
ment we purchase. 

“At first, our National System mech- 
anized our Accounts Receivable and 
Sales Analysis. Our savings were so 
substantial that we immediately added 
National equipment to include Ac- 
counts Payable, Expense Distribution, 
General Ledger and Payroll. Here are 
the benefits provided by our National 
System: ease of operator training, re- 
duction of clerical costs, on-the-spot 
statistical information, simplicity, flex- 


ibility and the elimination of duplica- 
tion throughout operation. 

“In light of the savings provided by 
our National System, we considered it 
the wisest investment we have ever 
made. Our National System saves us 
$5,700 a year... pays for itself every 
11 months!” 


47 7? 
Ba. ee LOe,_) 


President 


Greensburg Lumber & Mill Co. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 75 YEARS OF HELPING BUSINESS SAVE MONEY 


Circle No. 341 on Handy Cover Card 


Your business, too, can benefit from 
the time- and money-saving features of 
a National System. Nationals pay for 
themselves quickly 

through savings, then wee 
continue to return a ‘National 
regular yearly profit. 7: an 
National’s world-wide bee 
service organization YEARS 
will protect this profit. 1998 


. "TRADE MARK REG. U.S. PAT. OFF. 
Wattonal 
ACCOUNTING MACHINES 


ADDING MACHINES + CASH REGISTERS 
“wer paper (No Carson Required) 




















Unsolicited letters from » —years, (which it whe started inte Ka soeuat 

‘ é a ‘ in the H j 

dealers in every State in f Where we have found it to be a very onli 

the Union are positive product put out by it we feel as if we are selling a 
P oo r y @ Company who is sharing with their 


: fellow man.” 

proof of the wide prefer- 
ence for Warp’s top qual- 
ity line of plastic window 
materials. Wer “We buy Warp’s and only Warp’s. We feel they have a 
President quality we can boast about and need make no apologies.” 
Mrs. C. D. Sellers, Sellers Hardware, Des Moines, lowa 


George P. Fravel, Fravel’s Economy Store, Portage, Wis 





“A retailer who knows Warp’s is best!” 
“We sincerely appreciate the friendly, Co- = P. Davenport. Hi elle Warduare t0.. 
operative, human interest attitude you have 
always maintained in your dealer relation- 
ship. A sincere Thank You. . | | 
L. P. Jeffords, Jeffords Hardware Co., 7 / wrogras 
Fort Atkinson, Wis. 4 w ave sol ot products marty on 


FIRST WITH USERS , eld B. Wentworth, Wentworth Hard- 
“We have sold your window materials for FIRST WITH DEALERS ware Co., Inc., Ayer, bass, 


ears, and will say that you make 2 fine 
product.” SINCE ‘te 
| TOP QUALITY 
PLASTIC WINDOW MATERIALS 


Henry Postema, 
ati ) | | For Storm Doors, Windows 








others, New Era, 





Postema Br 


Michigan 
and Porch Enclosures— 
In Rolls and Plastic Kits 


‘Only the Genuine has the Name 
“Warp’s” Branded on the Edge 


- Cun PACKAGED STORM COVERS 
6 Ft NATIONALLY Complete Kits filly Pane 


36 Wide ADVERTISED for Doors STORM DOOR (1 4 


- a & Windows " o-=>.é i 

ubject to change ei , eS 
bes = 

7" X 3 Heavy Duty Trans- | 

| UP eavy Duty Trans- | 


parent Plastic Sheet, 21’ | 
of Molding and Package | 
of Nails. Packed 24 to @ 
Attractive Counter Mer- § 
chandiser. § 


Poly-Fane'.% 
Storm Window Kit 42° : 
- ) z 36 72” Plastic i ~ aii z = 1 
Gn : . : Sheet 18’ Fibre Mold- 4 
‘ ok y ing. One full size 2 Sheets Plastic—72” x | 

-— = we a ~ “i 






Only 











Storm Window, packed 36”. 36 Feet Fibre Mold- | 
in each colorful box. ing. 2 Packages of Nails. 







n « 8 
Fume ae 36 in a Dis Pack :@ 
~ i ' pensing ackaged in snappy 3 col- © 
. i iy 2 only 24¢ in. Display Carton. or plastic envelope. q 
ry a | r < 
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teliable Jobbers Every‘ 
The Pioneers « Established 1924 


WARP BROS. World's Largest Producers of Top Quality Plastic Window Materials CHICAGO 51, ILL. 








